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Introduction 

Optimizing  Resources  -  A  Guide  to  Resource  Development  for  Los  Angeles  County 
HIV/AIDS  Services  Providers  has  been  developed  by  the  Capacity  Building  Initiative  of  the  County  of 
Los  Angeles  Department  of  Health  Services  Office  of  AIDS  Programs  and  Policy  (OAPP).  It  is  part 
of  a  series  of  resource  guides  that  OAPP  is  making  available  to  its  nonprofit  partners  in  order  to 
develop  their  organizational  strength  and  sustainability.  This  guide  was  made  possible  by  grants  / 
from  the  Centers  for  Disease  Control  and  Prevention,  the  Office  of  Minority  Health  and  the  Health 
Resources  and  Services  Administration. 

Kenneth  F.  Katz,  the  author  of  this  guide,  is  a  consultant  specializing  in  Resource  and 
Organizational  Development,  Capacity  Building  and  Grant  Proposal  Writing  for  nonprofit 
organizations.  In  developing  this  book,  Mr.  Katz  drew  upon  his  more  than  19  years  experience  in 
public  relations,  marketing  and  resource  development.  We  thank  Mr.  Katz  for  his  efforts,  as  well  as 
Mari  Abril,  Paul  Lerner,  Mara  Henry  and  Juan  Garcia  for  their  support  and  contributions. 

The  intent  of  this  manual  is  to  provide  a  reference  guide  for  LA  County  HIV/AIDS  service 
providers  in  the  course  of  planning  and  implementing  Resource  Development  strategies  and 
programs.  This  offering  focuses  on  the  areas  of  Donor  Programs,  Grants,  Events  and  Auxiliary 
Events,  Volunteers,  Communications  and  Graphic  Design  &  Printing  as  they  pertain  specifically  to 
Resource  Development. 

Resource  Development  is  not  a  science.  While  the  fundamentals  of  accounting  do  not  vary 
widely  among  nonprofit  organizations,  the  approach  that  each  agency  uses  for  Resource 
Development  can  differ  enormously.  A  number  of  factors  guide  Resource  Development,  including 
the  mission  of  an  agency,  the  Board  of  Directors,  staff,  client  base,  core  constituency  and  the 
availability  of  funding  opportunities. 

What  succeeds  for  one  organization  may  not  be  applicable  to  another.  Therefore, 
Optimizing  Resources  is  intended  strictly  as  a  guide.  The  information  contained  is  based  on  the 
experiences  of  the  author  and  through  conversations  with  funders,  grant  administrators,  grant 
proposal  reviewers,  graphic  design  professionals,  volunteer  managers,  events  managers,  and  other 
resource  development  professionals.  This  book  is  intended  to  offer  options  and  opportunities  to  its 
audience. 


[i] 


I  am  pleased  to  be  able  to  provide  you  with  such  a  resource  and  I  hope  that  you  find  it  to  be 
of  use  in  your  organization.  Thank  you  so  much  for  your  many  contributions  and  service  to  the 
people  living  with  or  at  risk  for  HIV/AIDS. 


[N] 


Optimizing  Resources 

A  GUIDE  TO  RESOURCE  DEVELOPMENT  FOR 

LOS  ANGELES  COUNTY  HIV/AIDS  SERVICE  PROVIDERS 


Donor 
Programs 


Optimizing  Resources 


Every  nonprofit  organization  is  dependent  upon  donors.  For  some  agencies 
that  operate  under  a  long-term  government  grant  the  number  of  donors  might 
be  one.  For  large  international  agencies  such  as  the  American  Red  Cross, 
this  number  may  be  in  the  millions.  Regardless,  the  greater  the  number  and 
diversity  of  donors  to  a  nonprofit  organization  the  stronger  it  becomes.  Why? 
Because  diversity  in  funders  makes  an  agency  less  vulnerable  to  the  loss  of 


any  one  funding  stream. 

In  addition,  donations  from  individuals 
generally  represent  unrestricted  dollars.  This 
enhances  the  flexibility  of  an  organization  to 
pay  for  things  that  grants  will  not  fund,  such 
as  new  computers,  office  repairs,  resource 
development  staff,  etc. 

A  nonprofit  organization  seeking  to  expand  its 
donor  base  needs  to  develop  a  variety  of  giving 
mechanisms  that  are  both  independent  and 
interdependent  upon  each  other.  For  example, 
developing  a  major  donor  program  often 
involves  a  separate  staff  position  to  create  and 
implement  activities  geared  towards  donors 
who  meet  an  agency-determined  threshold 
(e.g.,  gifts  equaling  $500  per  year).  However, 
your  major  donors  are  also  prime  candidates 
for  purchasing  tickets  to  the  agency's  events. 
When  your  major  donors  attend  events, 
they  should  be  accorded  a  special  level  of 
treatment,  befitting  their  status. 

In  analyzing  the  results  of  your  direct  mail 
program,  you  may  find  a  particular  donor  is 
giving  periodic  donations  that  may  approach 
your  major  donor  level.  This  donor  would  be  an 
ideal  candidate  to  approach  with  the  benefits 
of  joining  your  major  donor  program. 


DEVELOPING  AND 
EXPANDING  A  DONOR  BASE 
The  Chicken  or  the  Egg? 

Events  are  an  excellent  vehicle  for  expanding 
your  donor  base.  However,  how  do  you  sell 
tickets  to  your  events  if  you  don't  have  a  donor 
base  from  which  to  solicit?  The  same  holds 
true  for  direct  mail  and  a  host  of  other  resource 
development  activities.  So  which  comes  first, 
the  production  of  an  event  or  the  development 
of  your  donor  base? 

In  reality,  both  of  these  activities  can  occur 
simultaneously.  For  example,  many  agencies 
buy,  rent  or  trade  mailing  lists  for  direct  mail 
campaigns.  Depending  upon  the  terms  of  the 
agreement  with  the  source  of  the  list,  these 
names  can  be  added  to  your  donor  lists. 

As  discussed  in  the  "Events"  chapter,  an 
event  committee  can  be  established  to  form  a 
network  to  sell  tickets  on  a  one-on-one  basis. 
The  names  of  the  individuals  solicited  can  be 
added  to  your  potential  donor  lists  during  this 
process.  At  your  event,  make  every  effort  to 
capture  the  names,  addresses  and  e-mail 
addresses  of  all  of  your  guests,  especially 
those  who  did  not  purchase  tickets  directly. 
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There  are  a  number  of  ways  to  achieve  this. 
You  may  hold  a  raffle  in  which  the  raffle  ticket 
purchaser  writes  his  name  and  address  on 
the  back  of  the  ticket  prior  to  placing  it  in  a 
bowl.  When  holding  auctions,  make  sure  the 
winning  purchasers  complete  their  personal 
information  on  a  form.  This  information  should 
immediately  be  transferred  to  your  donor 
listings. 

You  may  wish  to  host  events  that  are  not 
designed  to  raise  funds,  but  to  provide 
outreach  for  the  agency.  Some  agencies  hold 
annual  meetings  to  report  their  achievements 
to  supporters.  Participating  in  community 
outreach  opportunities,  such  as  health 
fairs,  also  gives  you  more  exposure  to  the 
community  at  large.  Encourage  people  who 
stop  by  for  information  to  place  their  names  on 
your  mailing  list. 


Volunteers  also  represent  potential  cash 
donors.  Since  these  individuals  are  already 
predisposed  to  helping  your  agency,  some 
may  also  elect  to  contribute  in  other  ways. 
Therefore,  developing  a  comprehensive 
volunteer  program  not  only  contributes  to 
the  efficiency  of  running  your  agency  and 
delivering  service,  but  also  offers  this  added 
benefit. 

The  development  and  expansion  of  an  agency's 
donor  basis  is  an  ongoing  process.  Ideally, 
your  donors  should  be  tracked  using  one  of 
a  variety  of  software  programs  designed  to 
facilitate  this  process,  which  will  be  discussed 
later  in  this  chapter.  Every  person  who  donates 
a  gift  of  any  size  or  makes  an  in-kind  donation 
of  an  item  or  service  should  be  added  to  your 
donor  database. 


Who's  in  Charge? 


A  key  element  to  the  success  of  all  donor  programs  is  in  identifying  the  person 
in  charge  who  will  coordinate  all  efforts.  In  some  agencies  this  person  may  be 
the  Executive  Director  or  Board  President.  Other  agencies  have  a  designated 
staff  position  to  manage  resource  development  activities.  Regardless,  one 
person  needs  to  be  a  point  person  to  ensure  that  efforts  are  not  duplicated  and 
that  donors  are  solicited  properly.  Executive  Directors  should  work  closely  with 
Development  staff  and  with  the  Board  to  ensure  success.  For  example,  if  a  Board 
member  has  identified  a  potential  major  donor  to  solicit,  it  would  be  unwise  for 
a  direct  mail  piece  to  be  sent  to  the  donor.  Similarly,  this  donor  should  not  be 
solicited  by  another  agency  representative  for  a  different  gift.  This  may  give  the 
impression  of  an  agency  is  not  professionally  managed  and  discourage  the  donor 
from  giving  at  all. 


BOARD  RESOURCE 
DEVELOPMENT  COMMITTEE 

Just  as  Board  of  Directors  have  distinct  finance 
or  human  resource  committees,  a  Resource 
Development  Committee  should  be  developed 
to  work  with  staff  in  broadening  support  for 


the  agency.  The  committee  should  be  closely 
involved  with  events,  major  donor  programs, 
and  all  forms  of  donor  solicitations  to  ensure 
maximum  productivity.  The  Committee  should 
be  comprised  of  several  Board  members, 
as  well  as  outside  volunteers  who  have  the 
potential  to  bring  resources  to  the  agency. 


[3] 


Dpliian;  Resouices 


DIRECT  MAIL  CAMPAIGNS 

A  Direct  Mail  Campaign  can  serve  as  an 
effective  mechanism  to  raise  funds  and 
increase  your  donor  base.  It  can  also  be  a 
costly  mechanism  that  takes  a  number  of  years 
to  become  a  dependable  source  of  revenues. 
In  the  County  of  Los  Angeles  Department 
of  Health  Services  Office  of  AIDS  Programs 
and  Policy's  (OAPP's)  2002  Organizational 
Survey,  18  agencies  reported  costs  for  direct 
mail  programs  that  ranged  from  $150  to 
$500,000.  Revenues  reported  by  25  agencies 
ranged  from  $500  to  $1  million.  Costs  vary 
widely  based  on  the  number  of  pieces  mailed, 
printing  expenses  and  the  use  of  consultants. 

Typically  a  direct  mail  solicitation  comprises 
a  letter  asking  for  support  with  a  donation 
response  envelope.  Some  agencies  develop 
letters  from  their  Executive  Directors  or 
Board  presidents,  other  from  clients  or  even 
celebrities.  Solicitations  can  be  a  general  call 
for  assistance  or  a  targeted  campaign  to  fund 
a  particular  program  or  service.  Response 
from  donors  may  increase  if  a  follow  up  letter 
or  telephone  call  is  generated  after  the  initial 
mailing.  Many  agencies  target  their  mailings 
to  coincide  with  the  end  of  the  year  holiday 
period,  when  donors  tend  to  be  more  generous 
and  are  also  seeking  last  minute  tax  benefits. 

INCREASING  YOUR  DONOR  RASE 
THROUGH  CORPORATE  RELATIONS 

Many  nonprofit  organizations  turn  to 
corporations  for  grants,  major  gifts  and 
sponsorships.  However,  local  companies  and 
corporate  offices  offer  substantial  opportunity 
to  increase  your  agency's  resources  by 
networking  with  their  employees  to  expanding 
your  donor  base  and  volunteer  resources. 
Many  companies  allow  employees  to  make 
charitable  contributions  through  payroll 
deductions  via  United  Way  or  other  programs. 


In  addition,  some  companies  will  match  the 
charitable  donations  that  their  employees 
make  either  fully  or  partially.  This  will  usually 
involve  the  submittal  of  a  form  with  the 
donation,  which  an  agency  official  completes 
and  sends  back  to  the  company.  Make  sure 
these  forms  are  submitted  in  a  timely  fashion. 

Make  an  effort  to  contact  local  companies  on 
a  regular  basis.  Ask  to  make  a  presentation 
to  their  employees  on  the  importance  of 
a  contribution  to  your  organization.  Your 
presentation  should  highlight  your  agency's 
mission  and  achievements.  You  may  wish  to 
bring  along  a  client  who  can  speak  first  hand 
of  the  benefits  of  your  agency's  services.  Be 
sure  to  highlight  volunteer  opportunities  at 
your  agency,  as  well. 

The  deeper  the  ties  you  can  establish  with  a 
company,  the  more  you  can  position  yourself 
as  the  beneficiary  of  the  company's  employee 
giving  and  corporate  giving  programs. 
In  addition,  many  companies  undertake 
charitable  fundraisers  to  improve  their  image 
in  the  community.  Talk  to  corporate  marketing 
departments  and  human  relations  departments 
about  making  your  agency  the  beneficiary  of  a 
company's  in  house  fundraiser. 

FAITH-RASED  GIVING 

Churches,  synagogues,  and  other  religious 
institutions  provide  a  largely  untapped 
resource  for  nonprofit  organizations.  Most 
congregations  are  already  predisposed  to 
helping  the  less  fortunate  and  are  actively 
seeking  out  service  organizations  to  support. 
Your  job  is  to  educate  as  many  as  possible 
about  the  good  work  that  your  organization 
does.  As  you  develop  relationships  with  local 
pastors  and  congregation  leaders,  ask  if  you 
can  speak  briefly  at  a  service  or  meeting  about 
the  importance  of  your  agency's  services. 
Would  it  be  possible  to  be  the  beneficiary  of 
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a  church  collection  or  fundraiser?  Even  more 
so  than  in  the  corporate  world,  the  faith-based 
community  offers  substantial  opportunity  for 
expanding  your  donor  base  and  your  volunteer 
opportunities.  As  Los  Angeles  County  is  one 
of  the  largest  and  most  ethnically  diverse 
metropolitan  areas  in  the  country,  it  presents 
diverse  opportunities  for  an  organization  willing 
to  take  the  time  to  explore  these  resources. 

PLEDGING 

Pledging  offers  donors  the  chance  to  make 
more  substantial  annual  donations  by  allowing 
them  to  pay  in  increments  over  a  period  of 
time.  While  writing  a  check  for  $300  may 
be  difficult  for  many  donors,  paying  $25  per 
month  may  be  quite  manageable.  If  an  agency 
has  the  capability  to  accept  credit  cards,  this 
would  be  the  preferred  method  for  the  pledge. 
Credit  card  pledges  eliminate  the  need  to 
create  and  mail  invoices  to  donors  who  have 
pledged  and  follow  through  to  ensure  the 
check  arrives.  A  pledge  on  a  credit  card  gives 
control  to  the  agency  to  bill  at  an  agreed  upon 
time.  Many  understaffed  agencies  fall  behind 
on  billing  their  pledges  even  if  they  have  a 
credit  card  on  file.  Remember,  the  goal  is  to 
not  lose  revenue  that  is  already  committed 
to  you.  It  is  difficult  to  explain  to  a  donor  why 
you  not  only  neglected  to  bill  their  credit  card 
last  month,  but  that  you  have  to  bill  double  the 
amount  this  month  to  make  it  up.  Talk  to  your 
bank  about  setting  up  the  most  cost  effective 
and  time  efficient  system  possible  to  avoid  this 
problem. 

DONOR  DATABASE  MANAGEMENT 

In  OAPP's  2002  Organizational  Survey,  49%  of 
the  49  reporting  agencies  noted  that  they  had 
specialized  software  in  place  to  track  donors 
and  fundraising  results.  The  most  commonly 
used  were  Donor  Perfect  and  Raiser's  Edge. 


Others  included  Fund  EZ,  Fundraiser  Jr., 
Pledgemaker,  Tapestry  and  Results  Plus. 
Some  agencies  utilized  the  spreadsheet 
and  database  applications  that  are  part  of 
Microsoft  Office,  including  Excel  and  Access. 
The  cost  of  these  programs  can  range  from 
several  hundred  dollars  for  the  Microsoft 
products  to  thousands  of  dollars  for  Donor 
Perfect  and  Raiser's  Edge.  The  advantages  of 
the  specialized  fundraising  software  are  in  the 
fact  that  they  were  specifically  designed  for 
this  purpose  and  offer  training  and  technical 
support,  although  usually  at  a  price. 

Donor  database  management  offers  agencies 
the  opportunity  to  effectively  track  donations, 
report  on  fundraising  results  and  even  merge 
data  into  thank  you  letters  with  relative  ease. 
The  specialized  software  will  also  enable  you 
to  print  and  track  mailing  lists  for  newsletters, 
direct  mail  appeals  and  other  specialized 
mailings. 

A  good  donor  software  program  will  allow  you 
to  categorize  donors,  prospects,  supporters, 
and  a  wide  variety  of  important  contacts.  If 
contacts  are  properly  categorized,  it  should  be 
fairly  simple  to  enter  a  few  keystrokes  and  pull 
up  a  list  of  media  contacts  for  a  press  release, 
corporate  contacts  for  solicitation  purposes  or 
even  lapsed  donors. 

Remember,  that  everyone  you  and  your 
associates  at  your  organization  come  in 
contact  with  is  potential  donor  or  resource. 
Make  sure  to  collect  business  cards  and  enter 
the  information  into  the  database.  Encourage 
all  of  the  agency  staff  to  do  the  same. 

A  good  donor  software  program  will  enable 
you  to  access  very  specific  information  on 
particular  donors,  such  as  the  total  amount 
they've  given  over  time,  how  often  they  give, 
the  date  of  the  last  gift,  what  associations  they 
have  (e.g.,  pharmaceutical  representatives), 
and  even  their  birthdays  and  spouses  names. 
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The  program  should  also  be  beneficial  in 
facilitating  the  processing  of  monthly  or 
periodic  pledges. 

As  any  computer  programmer  will  tell  you, 
however,  the  data  you  retrieve  is  only  as  good 
as  the  data  you  enter.  One  person  should 
be  in  charge  of  data  entry  so  all  codes  and 
categories  are  entered  the  same  way.  Two  or 
three  people  should  be  trained  on  the  software 
so  that  if  the  main  data  entry  person  leaves, 
someone  can  immediately  step  up  to  the  plate. 
Imagine  how  data  entry  will  back  up  if  it  takes 
weeks  or  even  months  to  train  a  replacement. 

And,  of  course,  back  up  your  data  on  a  regular 
basis. 

DONOR  ACKNOWLEDGEMENT 

One  of  the  most  effective  means  of  maintaining 
donor  loyalty  is  through  appropriate 
acknowledgement  of  their  support.  An 
acknowledgement  or  "thank  you"  letter  serves 
two  purposes:  1)  It  shows  appreciation  of 
a  donor's  generosity,  and  2)  it  serves  as  a 
receipt  for  tax  purposes. 

Cash  Checks  Quickly 


Each  agency  should  set  an  internal  policy  for 
responding  to  donations.  For  example,  for 
donations  of  under  $250  the  donor  may  receive 
a  standard  thank  you  letter  signed  by  the 
Executive  Director.  For  donations  of  between 
$250  and  $500,  the  Executive  Director  may 
write  a  personalized  handwritten  note  on  the 
letter.  For  donations  of  above  $500,  the  donor 
may  receive  a  phone  call  from  the  Executive 
Director  of  Board  President. 

Similarly,  each  agency  should  set  an  internal 
policy  for  how  quickly  a  thank  you  letter  should 
be  sent  out  following  receipt  of  a  donation.  In 
periods  of  average  volume  of  donations,  this 
turnaround  time  might  be  one  to  two  weeks. 
At  busier  times,  such  as  during  the  holiday 
season  and  during  agency  event  periods,  this 
might  stretch  to  three  or  four  weeks.  After  a 
period  of  a  month  has  passed,  it  would  not  be 
surprising  for  a  donor  to  wonder  whether  or 
not  his  donation  actually  made  a  difference  to 
the  agency.  He  may  turn  his  attention  -  and 
support  -  to  organizations  that  are  more 
attentive. 


A  donor  who  notices  that  the  check  she  sent  to  the  agency  three  weeks  ago  has  not 
been  cashed  may  also  well  wonder  if  the  agency  actually  needs  her  contribution. 
Set  a  policy  so  that  checks  are  deposited  in  the  bank  within  48  hours  of  receipt. 
Checks  sitting  in  a  desk  drawer  (hopefully  locked)  are  not  earning  interest  on 
the  agency's  behalf  and  not  contributing  to  the  agency's  cash  flow.  Checks  that 
are  not  deposited  for  unusually  long  periods  of  time  may  also  incur  bank  fees. 

Update  Thank  You  Letters 

Review  your  agency  thank  you  letters  on  a  regular  basis  to  update  information  that 
is  no  longer  current.  It  is  also  inadvisable  for  donors  who  contribute  on  a  regular 
basis  to  receive  the  same  letter  over  and  over  again. 
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Additional  Recognition  Opportunities 

Agencies  should  seek  out  additional  mechanisms  to  acknowledge  donors  of  all 
sizes.  If  your  agency  publishes  a  newsletter,  devote  some  space  for  listing  donor 
contributions  during  the  period  that  the  newsletter  covers.  If  you  have  a  large 
volume  of  contributions  during  the  period,  you  may  have  to  set  a  limit  for  listing  in 
the  newsletter  (e.g.,  donations  of  $25  and  above). 

If  your  agency  publishes  an  annual  report,  try  to  include  a  listing  of  all  donors  for 
the  year,  regardless  of  how  small  the  donation. 

Send  out  a  holiday  greeting  to  all  of  your  donors.  Include  handwritten  notes  on  as 
many  of  these  as  feasible.  Make  sure  that  the  holiday  card  is  separate  from  any 
direct  mail  appeals  sent  out  during  the  holiday  season.  Donors  will  appreciate  a 
mailing  from  the  agency  that  not  only  is  a  simple  message  of  good  wishes  for  the 
holiday  season,  but  also  does  not  ask  for  anything.  The  holiday  card  will,  however, 
serve  as  a  reinforcement  to  any  direct  mail  appeal  the  donor  has  received  from 
your  organization.  It  may  mean  the  difference  in  the  donor  supporting  your  agency 
over  another  organization  with  a  similar  appeal. 

One  agency  has  had  great  success  by  having  its  clients  send  handwritten  notes 
to  donors.  This  allowed  the  donor  to  achieve  a  closer  bond  with  the  clients  and  the 
services  that  the  agency  performed  and  resulted  in  an  increase  in  donations. 

Finally,  don't  forget  to  acknowledge  donors  of  in-kind  items. 


MAJOR  DONOR  PROGRAMS 
Anyone  Can  Be  A  Major  Donor 

What  separates  an  individual  donor  from  a 
major  donor?  While  "money"  may  seem  like 
the  obvious  answer,  the  difference  between 
the  giving  levels  is  not  as  much  as  you  might 
think.  Certainly,  every  non-profit  professional 
has  visions  of  the  donor  who  can  write  the 
$100,000  or  even  $1  million  check  without 
blinking.  In  truth,  the  backbone  of  your  major 
donor  program  is  more  likely  comprised  of 
average  income  donors,  making  periodic 
payments  throughout  the  year.  In  fact,  in 
proportion  to  their  ability  to  contribute  and  the 
dollars  given,  people  with  lesser  incomes  tend 
to  be  more  generous  than  people  with  greater 
wealth.  Money  is  only  part  of  the  equation. 


Creating  a  major  donor  program  involves 
building  a  commitment  from  your  donors  and  a 
high  degree  of  individualized  attention  to  each 
one.  To  an  agency  the  word  "major"  may  mean 
money,  but  to  the  donor  it  constitutes  a  level 
of  respect. 

In  fact,  you  never  know  who  may  be  a  potential 
major  donor.  Therefore,  treat  everyone  as  if 
he  or  she  was  a  potential  major  donor.  Never 
judge  by  appearance.  The  grateful  mother 
of  one  of  your  clients  may  be  a  frail,  elderly 
woman  in  a  simple,  off-the-rack  dress,  but 
she  may  one  day  surprise  you  with  1,000 
shares  of  Microsoft.  I  know  of  one  major  donor 
who  "auditioned"  agencies  by  serving  as  a 
volunteer  to  get  a  solid  understanding  of  the 
agency's  services  and  commitment. 
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What  is  a  Major  Donor? 

There  is  no  magic  number  that  makes  an  individual,  family,  corporation  or 
foundation  a  "major  donor".  The  term  needs  to  be  defined  by  each  agency.  In 
OAPP's  Organizational  Survey,  27  agencies  responded  to  the  request  to  identify 
the  threshold  for  a  major  donor.  Responses  ranged  from  $500  to  $10,000. 

When  defining  a  major  donor,  each  agency  must  take  into  consideration  where  to 
set  the  bar;  what  is  the  threshold  whereby  an  agency  can  implement  and  grow  a 
major  donor  program  without  creating  a  barrier  to  the  program's  success.  A  small 
agency  with  few  supporters  may  elect  to  start  the  program  at  the  $250  level  with 
the  expectation  that  this  can  be  raised  over  time  as  the  program  grows. 

Determine  Whose  in  Charge 

To  ensure  the  success  of  the  program  and  avoid  any  potentially  embarrassing 
duplication  of  efforts,  appoint  one  person  to  be  in  charge  of  the  major  donor 
program.  This  may  be  the  Executive  Director,  the  Development  Director,  or  a 
Board  member. 

That  Special  Feeling 

Donors  have  a  variety  of  motivations  that  may  range  from  a  dedication  to  a  cause 
to  a  desire  for  recognition.  What  separates  the  small  donor  from  the  major  donor  is 
often  determined  by  the  level  of  attention  and  respect  that  an  agency  can  provide 
on  an  individualized  basis.  When  cultivating  your  major  donors  examine  what 
your  agency  can  give  in  return  to  make  the  donor  feel  part  of  an  exclusive  group. 
Examine  your  agency's  ability  to  develop  the  mechanisms  of  a  comprehensive, 
cost-effective  major  donor  program.  Some  of  these  mechanisms  may  have  no 
cost  to  the  agency,  some  may  be  low  cost,  and  some  may  involve  an  investment 
on  the  agency's  part  to  secure  donations.  These  mechanisms  may  include: 

Acknowledgement  Letters.  Major  donors  should  receive  personalized, 
handwritten  notes  thanking  them  for  their  donations. 

Telephone  Contact.  Upon  receipt  of  a  gift  from  a  major  donor,  a  telephone 
call  should  be  placed  from  an  agency  official  to  personally  thank  them  for  their 
donation.  Periodic  contact  should  be  made  from  an  agency  official  so  you  are  not 
just  calling  when  you  are  asking  for  money. 
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Holiday  Cards.  A  card  with  a  handwritten  note  can  be  sent  during  the  holiday 
season. 

Special  Listing  In  Agency  Newsletters.  If  your  agency  has  a  newsletter,  insert  a 
special  column  to  recognize  major  donors. 

Special  Listing  in  Annual  Reports.  Provide  similar  recognition  in  agency  annual 
reports. 

Major  Donor  Newsletter/News  Update.  Create  a  special  newsletter  or  a  simple 
update  letter  from  the  Board  President  or  Executive  Director. 

Major  Donor  Plaques.  Create  a  simple,  tasteful  display  at  your  agency  where 
names  of  major  donors  can  be  engraved  on  plaques. 

Invitations  to  Tour  Agency  Facilities.  Major  donors  can  be  invited  to  personal 
tours  of  the  agency  facilities  by  the  Board  President  or  Executive  Director  and 
given  personal  updates  on  agency  achievements. 

Event  Tickets/Premiere  Seating.  If  your  agency  has  annual  events,  tickets  can 
be  provided  to  major  donors  based  on  the  level  of  their  contribution.  All  major 
donors  should  be  given  premiere  consideration  in  seating  arrangements. 

Advertisements  in  Event  Program  Journal.  Provide  %  page,  1/2  page  or  full- 
page  advertisements  based  on  the  level  of  giving  in  event  journals. 

Major  Donor  Appreciation  Reception.  Host  an  annual  reception  just  for  major 
donors  with  cocktails  and  hors  d'  oeuvres.  This  can  be  done  cost  effectively  at 
the  agency's  facility  or  the  home  of  a  Board  member  or  supporter.  Ask  a  Board 
member  to  host  the  reception  as  part  of  their  commitment  to  the  agency.  Solicit 
local  restaurants  for  donations. 

Major  Donor  Appreciation  Dinner.  For  higher-level  donors,  you  may  wish  to 
hold  a  dinner  that  is  distinct  from  the  cocktail  reception.  Again  solicit  hosts  and/or 
restaurants  to  absorb  costs. 

Incentives.  Incentives  can  range  from  promotional  items,  such  as  agency  mugs, 
cups  or  t-shirts  to  airline  miles  that  the  agency  can  purchase  and  provide  on  a 
scaled  basis  to  donors. 

Creating  a  Tiered  Major  Donor  Program 

When  you  have  examined  all  of  the  mechanisms  at  your  disposal,  determine  how 
best  to  allocate  these  reward  resources  to  create  tiers  or  levels  to  your  program. 
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For  example,  you  may  select  $500  for  your  major  donor  threshold  and  label  it  the 
"Patron"  level.  You  can  then  upgrade  your  levels  at  key  points,  such  as  $1,000, 
$2,500,  $5,000,  $10,000,  etc.  Your  benefits  might  be  structured  as  follows: 

"Patron"  Level  ($500  -  $999),  includes  two  tickets  to  an  annual  cocktail  reception 
hosted  by  the  agency,  listing  as  a  "Patron"  in  the  agency's  newsletter,  listing  as  a 
"Patron"  in  the  agency's  annual  report,  a  quarterly  update  from  the  President  of 
the  Board  of  Directors,  and  two  glass  mugs  with  the  agency's  logo. 

At  higher  levels,  benefits  will  be  more  generous: 

"Gold"  Level  ($5,000  -  $9,999),  includes  2500  frequent  flier  miles  on  North 
East  Airlines,  six  tickets  to  the  agency's  annual  formal  dinner,  two  tickets  to  a 
special  major  donor  dinner,  six  tickets  to  an  annual  cocktail  reception  hosted 
by  the  agency,  a  complimentary  full  page  advertisement  in  the  agency's  annual 
Gala  Event  Program  Journal,  listing  as  a  "Gold"  Level  member  "  in  the  agency's 
newsletter,  listing  as  a  "Gold"  Level  member  in  the  agency's  annual  report,  a 
quarterly  update  from  the  President  of  the  Board  of  Directors,  and  two  glass  mugs 
with  the  agency's  logo. 

Major  Donor  Program  Promotional  Materials 

When  you  have  devised  your  major  donor  program,  develop  a  professionally 
designed  and  printed  promotional  brochure.  Describe  the  program  and  its  benefits, 
along  with  a  description  of  the  agency's  mission  and  services.  If  you  have  long- 
range  goals  for  the  agency  that  your  major  donor  program  will  help  facilitate,  be 
sure  to  articulate  these,  as  well. 

Cultivating  Major  Donors  -  It  Takes  Donors  to  Make  Donors 

Major  donors  are  best  cultivated  through  personal  connections,  on  a  peer-to-peer 
level.  It  is  far  more  effective  to  have  a  Board  member  contact  an  associate  to 
invite  them  to  join  the  agency's  major  donor  program,  than  for  an  agency  staff 
person  to  make  a  cold  call.  People  will  naturally  respond  more  positively  to  those 
they  view  as  their  peers. 

Consequently,  the  best  means  to  begin  or  branch  out  your  major  donor  program 
is  through  your  board  members  and  your  volunteers.  Examine  your  guest  lists 
at  events,  your  direct  mail  supporters  and  donors  in  general  to  determine  how 
additional  current  supporters  can  be  turned  into  major  donors. 
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Recruitment  Receptions 

Ask  your  Board  members  and  volunteers  to  host  "recruitment  receptions"  on  a 
regular  basis  throughout  the  year.  Have  them  invite  their  friends,  family,  colleagues 
and  associates  who  may  be  amenable  to  becoming  major  donors.  You  may  wish 
to  target  particular  fields  of  interest  for  each  reception  (e.g.,  insurance  agents), 
so  that  the  reception  becomes  a  networking  opportunity  for  them  as  well.  Try 
to  secure  several  participants'  commitments  in  advance  of  the  reception  so  that 
they  can  announce  that  they  have  joined  your  program  and  generate  additional 
enthusiasm  and  momentum. 

Attention  to  Details 

The  greater  the  level  of  personal  attention  that  can  be  provided  to  each  donor,  the 
greater  the  commitment  that  you  will  be  able  to  solidify.  Maintain  donor  files  with 
personal  information  that  shows  that  they  are  important  to  you  and  your  agency. 
Note  the  names  of  spouses  and  children,  even  birthdays.  Review  these  notes 
prior  to  scheduled  meetings  with  donors.  Very  few  major  donors  will  receive  calls 
or  cards  from  a  nonprofit  organization  on  their  birthday  -  make  sure  your  agency 
is  the  one  that  remembers.  If  the  donor's  name  appears  in  a  newspaper  article, 
clip  it  and  place  it  in  the  file. 

Note  the  donor's  business  and  professional  affiliations.  This  can  be  a  huge  help  if 
you  end  up  soliciting  contributions  from  a  company  with  which  he  is  associated. 

Try  to  photograph  donors  at  events  and  maintain  the  pictures  on  file.  This  can  be 
a  huge  help  to  avoid  the  embarrassment  of  ignoring  a  donor  you  haven't  seen  in 
a  while,  or  forgetting  her  name.  Send  copies  of  the  photographs  as  keepsakes  to 
the  donor. 

Most  importantly,  do  not  ONLY  contact  the  donor  when  you  need  money. 

Maintaining  relationships  on  a  regular  basis  will  make  "the  ask"  easier. 

"The  Ask" 

It's  a  minor  detail,  but  if  you  don't  actually  ask  for  money,  you  may  not  get  it.  Once 
you  have  identified  a  prospect  and  have  successfully  arranged  for  a  meeting,  it  is 
essential  impress  upon  her  the  importance  of  your  work  AND  the  importance  of 
her  donation.  The  following  are  essential  elements  that  are  part  of  "The  Ask": 
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•  Clearly  define  your  agency's  mission 

•  Describe  your  agency's  services  and  clients 

•  Know  exactly  what  your  current  and  future  needs  are  and  articulate  why 
you  need  the  money.  For  example,  explain  why  you  need  funding  to 
supplement  grants  that  don't  quite  cover  client  services  or  why  donations  are 
essential  to  repair  a  leaky  roof 

•  Describe  how  your  current  and  future  needs  relate  to  the  mission 

•  Provide  donors  with  a  package  of  professionally  printed  agency  materials, 
including  brochures,  newsletters,  annual  reports  and  pertinent  financial 
reports 

•  Ask  when  you  may  follow-up  with  them  for  an  answer  to  your  request 

•  Follow-up  with  them  when  they  ask  you  to 

•  If  they  decline  to  contribute,  thank  them  for  their  time  and  ask  if  you  may 
continue  to  keep  them  apprised  of  the  agency's  achievements. 

The  Agency  Tour 

Recently,  a  new  development  staff  person  at  a  small  agency  remarked  that  he 
didn't  quite  know  what  to  say  to  a  prospective  donor  who  was  touring  the  agency's 
facilities.  "After  all,"  he  said,  "it's  just  a  bunch  of  offices  and  cubicles." 

The  tour  of  your  agency's  facilities  is,  in  reality,  the  story  of  your  agency.  If  your 
agency  has  a  kitchen  that  serves  meals  to  the  homeless  or  a  day  care  center  for 
children,  a  donor  will  automatically  be  drawn  into  your  agency's  mission.  If  your 
work  is  not  quite  as  visual,  you  need  to  transform  each  cubicle  into  a  story  of 
how  you  serve  your  clients.  When  you  arrange  for  a  tour  of  the  facility,  enlist  the 
assistance  of  your  colleagues  beforehand.  When  you  stop  at  Maria's  desk,  and 
then  John's  office,  let  Maria  and  John  describe  their  work  with  clients  and  share 
a  "success"  story.  If  possible,  arrange  for  clients  to  be  available  to  give  first  hand 
accounts  of  how  your  agency  has  improved  their  lives. 

Major  Donor  Program  Budgeting:  It  Takes  Money  to  Make  Money 

As  in  any  fundraising  mechanism,  the  more  you  invest  in  it,  the  greater  the 
potential  for  return.  Your  annual  fundraising  budget  should  include  expenses  for 
the  major  donor  program.  Expenses  may  include: 
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Brochures  -  Determine  how  much  it  will  cost  to  develop  a  professionally  printed 
brochure  describing  your  program.  The  brochure  may  have  to  be  revised  and 
reprinted  every  year  or  two,  depending  on  changes  in  your  program. 

Major  Donor  News  Update  -  Writing,  printing  and  mailing  a  periodic  update 
created  especially  for  major  donors. 

Major  Donor  Appreciation  Reception  -  While  ideally  this  should  be  hosted  by  a 
board  member  or  even  a  donor,  a  small  tasteful  reception  can  be  held  relatively 
inexpensively  at  someone's  home  or  at  the  agency. 

Recruiting  receptions  -  Scaled-down  versions  of  the  Appreciation  Reception 
should  be  held  several  times  during  the  year,  to  recruit  potential  major  donors. 

Event  Tickets  -  You  will  need  to  internally  account  for  event  tickets  provided  to 
major  donors  in  exchange  for  their  contribution.  The  cost  is  generally  what  the 
agency  pays  per  guest  at  an  event.  For  example,  while  you  may  charge  $250 
for  a  ticket  to  an  event,  the  actual  cost  to  the  agency  may  be  $75  per  person.  If 
you  provide  six  event  tickets  to  a  $5,000  donor,  the  cost  to  the  agency  would  be 
$450. 

Incentives  -  Determine  what  type  of  incentives  you  wish  to  provide.  It  may  be 
possible  to  purchase  airline  frequent  flier  miles  for  as  little  as  $.02  per  mile.  For 
example,  if  you  provided  a  major  donor  with  2500  miles  in  exchange  for  a  $1 ,000 
contribution,  the  cost  to  the  agency  could  be  as  low  as  $50.  Be  prepared  to  buy 
miles  in  large  blocks.  Mugs,  t-shirts,  pens  and  other  giveaways  can  cost  anywhere 


CAPITAL  CAMPAIGNS 

A  capital  campaign  is  a  fundraising  program 
with  a  defined  purpose,  a  monetary  goal, 
and  a  distinct  timeframe.  Generally,  capital 
campaigns  are  designed  to  raise  a  large  sum 
of  money  for  a  "one-time  only"  use,  such  as 
the  purchase  or  renovation  of  a  building  or 
creation  of  an  endowment  fund  for  the  agency. 
Careful  and  strategic  planning  is  essential 
for  a  well-executed  campaign  in  order  to 
generate  the  combination  of  large  gifts  from 
new  and  existing  major  donors  and  smaller 
gifts  necessary  to  achieve  the  goal.  Media 
announcements  should   promote   both  the 


launch  and  the  successful  completion  of  the 
campaign. 

An  agency  needs  to  evaluate  to  what  extent 
soliciting  its  existing  major  donors  for  large 
gifts  for  the  campaign  will  impact  their 
donations  for  the  agency's  general  operating 
fund.  For  example,  a  donor  who  typically  gives 
$5,000  per  year  in  unrestricted  funds  may  be 
reluctant  to  continue  this  giving  pattern  if  she 
donates  $50,000  for  the  capital  campaign.  It 
is  the  responsibility  of  the  agency  officials  to 
impress  upon  its  donors  the  importance,  or 
the  mission,  of  this  particular  campaign  and 
why  it  is  worthy  of  a  substantial  one-time 
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contribution  above  and  beyond  the  donors' 
typical  gift.  A  capital  campaign  may  involve 
"naming  opportunities",  whereby  the  donor's 
name  is  attached  to  a  room  or  a  building  in 
exchange  for  substantial  gifts.  A  wall  may 
be  dedicated  for  plaques  or  tiles  for  donors 
who  make  smaller  donations.  Many  agencies 
obtain  professional  consulting  assistance 
when  undertaking  substantial  campaigns  to 
ensure  success. 

PLANNED  GIVING 

Planned  Giving  allows  donors  to  take 
advantage  of  a  variety  of  tax  benefits  available 
in  combining  charitable  donations  with  their 
estate  planning.  Planned  giving  involves  a 
long-range  strategy  that  once  undertaken  may 
take  a  number  of  years  before  results  occur. 
However,  as  you  strategically  plan  for  your 
agency's  future  it  makes  economic  sense  to 
incorporate  these  mechanisms. 

It  is  not  uncommon  for  people,  even  those 
with  considerable  wealth,  to  lack  a  will.  While 
it  is  uncomfortable  for  anyone  to  contemplate 
death,  a  cohesive  planned  giving  program 
can  be  integrated  into  your  overall  fundraising 
plan  and  presented  to  donors  as  a  service.  In 
addition,  a  number  of  tax  advantages  inherent 
in  planned  giving  will  benefit  the  donor  now. 
While  tax  laws  concerning  estate  taxes  are 
changing,  you  can  present  to  all  of  your  donors 
a  clear,  understandable  program  of  how 
donors,  their  families  and  the  organization  can 
all  benefit  from  careful  estate  planning  and 
planned  giving. 

Even  though  you  may  be  familiar  with  planned 
giving  mechanisms,  it  is  advisable  to  put 
together  a  Planned  Giving  Advisory  Council 


comprising  lawyers,  accountants,  and  financial 
investment  and  insurance  professionals  that 
can  work  directly  with  your  donors  to  ensure 
that  all  tax  and  legal  aspects  of  the  plan  are 
valid  and  in  place.  This  is  particularly  critical 
today,  as  tax  laws  concerning  estates  are  in 
flux.  For  example,  the  tax  exempt  portion  of 
estates  of  will  steadily  increase  until  2010, 
when  the  estate  tax  will  be  entirely  repealed. 
However,  as  of  the  publication  date  of  this 
guide,  the  current  tax  cuts  have  not  been 
made  permanent.  Therefore,  the  estate  tax 
will  actually  be  reinstated  in  2011.  Confused? 
So  are  your  donors.  Get  professional  help.  A 
volunteer  Planned  Giving  Advisory  Council 
has  the  incentive  to  work  with  nonprofit 
organizations  because  their  efforts  may  in  fact 
bring  them  new  clients. 

Certain  estate  planning  tools  can  yield 
substantial  tax  benefits  to  donors  immediately 
and  some  will  provide  income  for  the  donor 
and/or  her  heirs.  These  mechanisms  include: 

Insurance  Policies.  A  donor  can  take  out 
an  insurance  policy  and  name  a  nonprofit 
organization  as  the  beneficiary.  The  monthly 
or  annual  premiums  are  deductible  from  the 
donor's  income  tax.  The  agency  collects  upon 
the  policy  at  the  time  of  the  donor's  death. 

Charitable  Annuities  and  Trusts.  A  number 
of  financial  instruments  involve  the  transfer  of 
cash,  real  estate,  securities  and  others  assets 
to  a  nonprofit  organization  in  exchange  for  a 
tax  deduction  along  with  income  from  the  trust 
to  the  donor  for  an  agreed  upon  period  of  time. 
These  include  charitable  remainder  annuity 
trusts,  revocable  charitable  trusts,  charitable 
remainder  unitrusts,  and  charitable  lead  trusts, 
among  others. 
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A  Work  In  Progress 


Develop  a  brochure  to  highlight  your  planned  giving  program  and  send  it  out  on 
an  annual  basis  to  your  donors.  Include  simple  reminders  in  your  newsletters, 
brochures,  and  annual  reports  about  contacting  your  agency  for  the  benefits 
of  planned  giving.  Profile  success  stories  in  your  newsletters  describing  how 
particular  donors  were  able  to  achieve  tax  advantages  from  this  program.  Using 
the  services  of  your  Planned  Giving  Advisory  Committee,  hold  regular  seminars  to 
educate  your  donors.  While  it  may  take  a  number  of  years  for  an  agency  to  see  the 
fruits  of  its  work  in  planned  giving,  the  sooner  you  get  started,  the  sooner  those 
results  will  occur. 
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Optimizing  Resources 

A  GUIDE  TO  RESOURCE  DEVELOPMENT  FOR 

LOS  ANGELES  COUNTY  HIV/AIDS  SERVICE  PROVIDERS 


Grants 


Optimizing  Resources 

Grants  are  the  "Holy  Grail"  of  fundraising.  Add  together  a  $1  million  grant  from 
the  government  a  $500,000  grant  from  a  foundation  and  a  few  $100,000 
grants  from  assorted  corporations  and  behold  your  agency  budget!  There  are  a 
few  minor  questions  to  be  answered  first  including: 

Where  do  you  find  grant  sources? 

How  do  you  apply  for  grant  funding? 

What  are  those  "strings"  doing 
attached  to  that  grant? 


The  majority  of  grants  awarded  are  restricted 
funding,  meaning  the  grant  cannot  be  used  for 
any  purpose  outside  of  the  proposed  program. 
Therefore,  a  certain  percentage  of  an  agency's 
budget  must  be  raised  through  means  that  will 
generate  unrestricted  funds,  such  as  events  or 
individual  donor  programs. 

BE  CAREFUL  WHAT  YOU  WISH  FOR 

In  addition,  many  grants  have  complex 
compliance  requirements,  which  may  mean 
you  have  to  raise  matching  funds  or  institute 
complicated  and  expensive  procedures  to 
comply  with  the  terms  of  the  grant.  Failure  to 
comply  may  result  in  termination  of  funding  or 
even  the  return  of  funds  already  received. 

Because  many  funders  favor  innovative, 
new  programs,  it  is  tempting  to  create  these 
new  programs  despite  the  fact  that  they  may 
be  outside  the  agency's  mission  or  place  a 
financial  burden  on  the  agency.  While  most 


agencies  would  be  proud  to  report  the  launch 
of  a  successful  new  program,  what  are  the 
ramifications  of  this  new  program?  What  is  its 
impact  on  the  agency's  infrastructure? 

BOARD  OF  DIRECTORS'  APPROVAL  OF 
FUNDING  APPLICATION 

Some  funders  will  require  that  an  agency's 
Board  of  Directors  approve  submission  of 
a  proposal.  This  will  require  a  "motion",  a 
call  to  action  for  a  vote,  at  a  Board  meeting 
to  approve  the  submission.  Documentation 
may  take  the  form  of  a  letter  signed  by  an 
appropriate  Board  representative  or  a  copy 
of  the  minutes  from  the  Board  meeting  where 
the  vote  was  taken  and  the  action  approved 
(usually  signed  by  the  Board  Secretary).  While 
this  may  seem  to  be  one  more  roadblock  in  the 
race  to  meet  the  proposal  deadline,  it  actually 
protects  the  agency.  The  Board  is  given  the 
opportunity  to  review  the  proposed  program 
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PRE-APPLICATION  QUESTIONS 


Will  the  grant  fully  fund  the  program,  or 
must  additional  funds  be  raised?  What 
are  the  resulting  funding  gaps? 

Can  the  agency  facilities  accommodate 
the  number  of  new  clients  that  the 
program  will  bring  in? 

Will  additional  program  staff  and 
program  requirements  necessitate  the 
hiring  of  additional  financial,  payroll  or 
human  resources  staff? 


Will  this  program  result  in  the  need  for 
more  office  space  for  new  staff? 

Will  you  need  new  office  furniture? 

Will  you  have  to  purchase  new 
computers? 

Can  your  current  telephone  system 
handle  the  additional  phone  lines 
required? 

What  staff  will  be  needed  to  handle 
reporting  requirements? 


and  the  requirements  that  would  be  conditional 
to  accepting  the  grant  reward.  They  can 
therefore  determine  if  the  program  fits  into  the 
agency's  mission  and  if  compliance  with  grant 
requirements  would  be  burdensome  for  the 
agency  in  general.  This  support  can  be  critical 
if  problems  develop  with  the  grant  down  the 
line. 

SOURCES  OF  FUNDS 

Private  Sector  Grant  Funding  is  generally 
distributed  through  Corporations  or  Private 
Foundations. 

Private  Foundations  disperse  funding  from 
the  interest  on  the  foundation's  principal 
endowment.  The  original  source  of  donor 
funds  may  be  individuals  or  groups  and  may 
have  been  established  during  the  donor's 
lifetime  or  with  proceeds  from  the  donor's 
estate  upon  his  or  her  death.  Guidelines 
for  grant  distribution  are  incorporated  in  the 


organization's  by-laws.  Foundation  staff 
administers  the  grant  process  with  awards 
approved  by  a  Board  of  Directors. 

Public  Foundations  may  have  a  principal 
donor,  but  also  solicit  funds  to  distribute. 
Examples  include  the  Elton  John  Foundation 
and  the  Elizabeth  Taylor  AIDS  Foundation. 

Family  Foundations  are  formed  with  the 
assets  of  an  individual  family  whose  members 
guide  the  funding  process. 

Community  Foundations  comprise  pooled 
funds  from  individuals  and  institutions 
administered  by  a  professional  nonprofit 
organization.  The  donors  may  choose  to  direct 
funding  to  their  particular  interest  or  allow 
the  Community  Foundation  to  make  these 
decisions.  Fees  from  individuals'  funds  pay  for 
the  foundation's  operating  expenses. 
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Corporate  Funding 

A  corporation  may  disburse  funds  to  nonprofits  in  a  variety  of  ways.  Some 
corporations  establish  separate  Corporate  Foundations,  structured  similarly  to 
Private  Foundations,  that  function  independently  of  the  company.  The  Corporate 
Foundation  is  a  nonprofit  organization  with  a  separate  board  of  directors  that  is 
set  up  as  a  vehicle  for  the  company's  philanthropic  endeavors.  There  may  be 
considerable  overlap  between  the  boards  of  the  corporation  and  the  corporate 
foundation.  Funding  for  grants  may  come  from  a  combination  of  contributions 
from  the  corporation  and  investment  income  from  the  corporate  foundation's 
endowment.  Generally  a  Corporate  Foundation  will  distribute  funds  in  areas 
where  the  company  has  manufacturing  or  retail  operations  and  in  the  locations  of 
the  company's  business  markets. 

Corporate  Giving  Programs 

A  company  may  elect  to  set  up  a  separate  division  or  program  within  its  corporate 
operations  to  provide  nonprofit  funding.  This  division  may  be  a  "Community  Affairs", 
"Community  Relations",  or  "Public  Relations"  department.  Funding  decisions  may 
be  made  by  the  department's  management,  the  corporate  management  or  the 
corporate  board  of  directors.  Funding  decisions  may  be  influenced  by  corporate 
guidelines,  board  or  management  preferences,  or  for  the  purposes  of  enhancing 
the  company's  image. 

Corporate  Marketing 

Corporate  Marketing  can  be  either  a  primary  or  secondary  means  of  distributing 
funds  to  nonprofits.  A  company  may  elect  to  support  a  nonprofit  if  the  company 
views  the  benefits  of  the  contributions  as  an  adjunct  to  its  advertising,  public 
relations  or  marketing  activities.  For  example,  the  decision  to  sponsor  a  nonprofit 
organization's  event  is  generally  based  on  the  perceived  public  relations  benefits 
for  the  company.  This  may  include  advertisements  in  newsletters  or  event 
program  journals,  event  signage,  sponsor  listing  in  the  nonprofit  organization's 
advertisements  or  other  mechanisms. 
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Public  Funding 

Government  grants  are  allocated  through  federal,  state  or  local  government 
budgeting  processes.  The  funding  process  is  entirely  transparent  and  open  to 
public  scrutiny.  Stewardship  of  the  funding  is  part  of  the  government's  public  trust 
and  extra  levels  of  documentation  ensure  that  the  process  is  fair  and  competitive. 
Consequently,  preparation  of  government  grant  proposals  is  substantially  more 
cumbersome  than  proposals  to  private  sector  funders.  An  organization  must 
provide  all  legal  and  financial  documentation  necessary  to  justify  and  substantiate 
claims  made  about  the  organization  in  the  proposal. 


FINDING  FUNDING 

With  literally  billions  of  dollars  in  government 
and  private  sector  funding  available  for 
nonprofit  organizations,  how  do  you  find 
the  $50,000  you  need  to  fully  fund  your  new 


program?  Research  is  an  integral  part  of 
the  grant  seeking  process.  This  research  is 
conducted  on  a  variety  of  levels  from  word-of- 
mouth,  to  networking,  to  library  and  Internet 
research. 


Government  Funding  Sources 

Government  funding  is  available  at  the  Federal,  State  and  local  level.  An  overview 
of  available  federal  grants  programs  is  available  at:  www.grants.gov. 

The  U.S.  Department  of  Health  and  Human  Services  (HHS)  has  a  number  of 
divisions  with  funding  opportunities  targeted  to  HIV/AIDS  services.  The  website 
for  HHS  funding  opportunities  is  www.hhs.gov/grantsnet.  HHS  divisions  include 
the  following: 

Health  Resources  and  Services  Administration  (HRSA) 

The  agency  that  administers  the  Ryan  White  CARE  Act  funding  for  HIV/ 
AIDS  services  throughout  the  nation.  Log  on  to  www.hrsa.gov/grants. 

Centers  for  Disease  Control  and  Prevention  (CDC) 

Funds  HIV/AIDS  education  and  prevention  services,  as  well  as  technical 
assistance  and  capacity  building  activities. 
Click  on  http://www.cdc.gov/funding.htm. 
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Substance  Abuse  and  Mental  Health  Services  Administration  (SAMHSA) 

Click  on  www.samhsa.gov/grants.html. 

National  Institutes  of  Health  (NIH) 

Click  on  http://grants1.nih.gov/grants. 

Office  of  Minority  Health  (OMH) 

Focuses  on  health  issues  surrounding  communities  of  color.  Click  on 
www.omhrc.gov/omh/whatsnew/2pgwhatsnew/funding.  htm#fed. 

For  State  of  California  funding,  log  on  to  http://www.dhs.ca.gov.  You  can  go 
directly  to  the  Office  of  AIDS  website  at  http://www.dhs.ca.gov/aids,  then  click 
on  "search",  enter  "RFP"  on  the  drop-down  menu  and  in  the  keyword  enter  either 
"HIV"  or  "AIDS".  Additional  funding  opportunities  from  the  State  are  available  at 
http://getgrants.ca.gov/. 

For  Los  Angeles  County  funding  opportunities  with  OAPP  log  on  to 
www.lapublichealth.org/aids/rfp.htm.  For  local  funding,  contact  the  municipal 
governments  in  the  area  in  which  you  provide  services. 

Private  Funding  Sources 

Private  sector  funding  often  requires  more  creativity.  The  Foundation  Center 
publishes  the  "Foundation  Directory"  and  the  "Directory  of  Corporate  Giving" 
in  book  form  and  CD-ROM,  each  containing  thousands  of  private  funding 
sources  that  can  be  searched  by  region,  field  of  interest,  Board  of  Directors' 
members,  and  previous  grants  awarded.  The  database  is  also  available  online  at 
h  tt  p :  //www.  f  d  center.org. 

Big  Online  has  a  funders  database  at  www.bigdatabase.com. 

Funding  announcements  are  contained  in  publications  such  as  the  "The 
Chronicle  of  Philanthropy"  (www.philanthropy.com)  and  "The  Nonprofit  Times" 
(www.nptimes.com). 

A  number  of  local  and  national  nonprofit  organizations  offer  assistance  and 
technical  support.  Local  nonprofit  management  support  centers  and  local 
community  foundations  have  resource  libraries  to  assist  you  in  your  search. 
Contact  the  Center  for  Nonprofit  Management  of  Southern  California  in  downtown 
Los  Angeles  at  (213)  623-7080  or  http://www.cnmsocal.org.The  National  Minority 
AIDS  Council  (NMAC)  provides  technical  assistance  at  www.nmac.org. 

Investigate  companies  with  local  headquarters  or  operations.  Contact  their 


[22] 


Grants 


corporate  contributions  or  public  affairs  departments  for  guidelines  for  funding 
application. 

Networking  Through  Your  Board 

Perhaps  your  most  important  sources  of  potential  grants  are  in  your  continual 
networking  efforts.  Talk  to  your  Board  members  about  the  funding  processes  of 
the  companies  and  associations  with  which  they  are  employed  or  involved.  Ask 
about  opportunities  with  their  friends  and  colleagues'  companies.  When  applying 
for  a  grant,  send  your  Board  members  lists  of  the  funder's  Board  of  Directors  and 
officers.  Ask  them  to  make  personal  phone  calls  to  those  that  they  know  or  write 
a  letter  of  support. 


GRANT  GUIDELINES 

Grant  proposal  guidelines  can  take  the  form  of 
a  30  page  "Request  For  Proposal"  (RFP)  with 
highly  detailed  programmatic  and  budgetary 
documentation  requirements  or  a  paragraph 
on  a  funder's  website  that  directs  you  to  send 
in  a  letter  describing  your  request.  Regardless 
of  the  format  or  complexity  of  the  guidelines,  it 
functions  as  the  bible  for  your  proposal. 

The  funder  has  designed  these  guidelines  to 
elicit  particular  information  and  to  evaluate 
all  proposals  received  on  an  equal  basis. 
Make  sure  you  respond  to  each  question  in 
the  guidelines,  addressing  every  component 
within  each  question  in  the  order  in  which 
it  is  presented.  While  this  may  seem  like 
an  obvious  instruction,  remember  that  an 
overworked  proposal  reviewer  may  not  take 
the  time  to  locate  specific  answers  if  they  are 
out  of  a  logical  sequence. 

Guidelines  often  list  page  limitations,  type 
size,  spacing,  margins  and  even  whether 
copies  should  be  single  sided  or  double  sided. 
Ignoring  any  of  these  instructions  can  lead  to 
your  proposal  being  disqualified.  In  the  case  of 


page  limitations,  a  funder  may  read  up  to  the 
limit  given  and  ignore  the  rest,  which  would  be 
unfortunate  if  key  information  were  contained 
in  the  extra  pages. 

How  strictly  the  funder  adheres  to  the  guidelines 
is  at  the  discretion  of  the  funder.  Generally, 
guidelines  from  a  government  agency  are, 
in  essence,  carved  in  stone.  Proposals  to 
government  funders  will  often  be  considered 
public  record  and  open  to  inspection.  Should  a 
funded  proposal  be  discovered  through  public 
inspection  to  have  disregarded  any  aspect 
of  the  guidelines,  a  complaint  or  appeal 
could  legitimately  be  lodged  claiming  unfair 
advantage  and  resulting  in  the  entire  proposal 
process  being  invalidated. 

Private  foundations  and  corporations  may  be 
more  flexible  in  their  requirements  since  they 
have  the  freedom  to  dispense  funding  as  they 
see  fit.  However,  if  you  seek  to  bend  the  rules, 
ALWAYS  discuss  this  with  the  funder's  program 
officer  first  and  document  the  conversation. 
In  a  letter  that  accompanies  your  proposal, 
reference  this  conversation  and  the  reason  for 
your  revision  to  the  guidelines  (i.e.,  additional 
pages  of  information  or  materials). 
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HIRING  A  GRANT  WRITER  VS. 
PREPARING  THE  GRANT  IN-HOUSE 

An  RFP  comes  across  your  desk  offering  the 
opportunity  to  apply  for  significant  funding  for 
your  agency.  Your  agency's  staff  is  stretched 


to  the  limit  handling  day-to-day  operations. 
You  need  to  decide  if  you  are  at  the  point 
where  your  agency  should  contract  the 
services  of  a  grant  writer. 


BEFORE  HIRING  A  GRANT  WRITER 


First  you  need  to  answer  several  questions: 

Does  applying  for  this  grant  fit  into  the 
agency's  mission? 

What  are  the  compliance  requirements 
of  the  RFP?  If  an  independent  financial 
audit  is  a  requirement  and  the  agency 
does  not  have  one,  it  may  be  best 
to  pass  until  the  agency  is  better 
positioned  to  comply. 

Will  the  award  of  this  grant  necessitate 
raising  additional  funds  to  support  the 
proposed  program? 


Is  the  complexity  of  this  RFP  beyond  the 
expertise  of  in-house  staff? 

Can  you  or  your  staff  afford  to  take  the 
days  or  even  weeks  that  may  be  needed 
from  the  agency's  daily  operations  to 
prepare  the  proposal? 

Does  your  agency  have  the  operating 
funds  available  to  hire  a  grant  writer? 

Is  this  the  best  use  of  these  limited 
funds  for  an  agency  with  many  diverse 
needs? 


CONTRACTING  A  GRANT  WRITER 

When  hiring  or  contracting  a  grant  writer  look 
for  one  with  experience  that  matches  the 
needs  of  your  agency  and  the  RFP  to  which 
you  are  responding.  If  you  are  responding  to  a 
government  RFP,  make  sure  the  grant  writer's 
expertise  is  not  solely  in  corporate  and  private 
foundation  grants.  Government  and  private 
sector  grant  writing  generally  utilize  different 
writing  styles  and  language.  Government 
grants  are  substantially  more  fact-based 
than  foundation  grants.  Government  grants 
require  more  supplemental  documentation 
and  generally  have  more  comprehensive 
compliance  requirements.  Foundation  grants 
may  allow  for  a  more  emotional  appeal 
and  may  be  more  forgiving  about  certain 


requirements  if  you  can  finesse  your  way 
around  them. 

Evaluate  the  grant  writer's  writing  style  for 
both  government  and  foundation  grants.  What 
is  the  grant  writer's  track  record?  How  many 
years  of  experience  does  the  grant  writer 
have?  What  percentage  of  the  grant  writer's 
success  has  been  with  new  funding  sources? 

Review  writing  samples  of  proposals  similar 
to  the  one  you  will  be  preparing.  Are  these 
samples  fact  based  and  analytical?  Do  they 
utilize  current  and  relevant  statistics?  Are  they 
simply  emotional  appeals  that  might  be  more 
appropriate  for  direct  mail  solicitations?  What 
degree  of  familiarity  does  the  grant  writer  have 
with  your  agency's  field  of  interest? 

Interview  the  prospective  grant  writer  and 
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ask  them  what  makes  them  the  right  person 
for  this  project.  Do  they  have  an  appropriate 
amount  of  time  available  to  complete  your 
proposal?  Have  them  review  the  RFP  and 
make  recommendations  for  an  approach  to 
the  project.  Ask  for  references  and  a  quote 
for  the  project.  Some  grant  writers  charge 
an  hourly  rate,  some  a  flat  fee  for  the  project. 
It  is  unusual  for  a  grant  writer  to  charge  a 
percentage  of  the  grant,  particularly  since 
most  grants  have  restrictions  on  how  funds 
can  be  spent.  Charging  a  percentage  is  also 
considered  unethical  based  on  accepted 
philanthropic  guidelines.  Ultimately,  you  will 
have  to  decide  if  the  grant  writer  is  the  best 
fit  for  both  the  agency  and  the  project  as  you 
would  for  any  other  prospective  employee  or 
contractor. 

GRANT  WRITING  TRAINING 

An  investment  in  training  various  members 
of  the  agency's  staff  to  write  grants  may  be 
worthwhile.  Even  if  a  basic  training  does  not 
prepare  them  to  write  complex  proposals,  staff 
can  still  prepare  simpler  proposals  or  assist  in 
an  agency-wide  process.  Trainings  are  available 
at  the  Grantsmanship  Center  (online  at  http: 
//www. tgci.com)  and  the  Center  for  Nonprofit 
Management  of  Southern  California  (http: 
//www.cnmsocal.org),  both  in  downtown  Los 
Angeles.  Contact  local  universities  or  adult 
education  programs,  as  well.  A  grant  writing 
course  should  provide  basic  information 
about  researching  grant  sources,  writing 
style,  proposal  development,  budgets,  budget 
justifications,  analytic  components,  persuasive 
arguments  and  evaluation. 

GRANT  PREPARATION 

Regardless  of  whether  or  not  you  contract 
with  a  consultant  to  write  a  grant  proposal,  it 
is  in  the  agency's  best  interest  to  take  a  team 


approach  to  each  grant.  While  a  grant  writer 
may  have  the  skills  to  write  the  proposal,  he  or 
she  will  need  information  that  is  only  available 
through  the  resources  of  the  agency.  Program 
staff  should  provide  input  on  the  proposed 
program.  Financial  staff  should  assist  in  the 
budget  development  and  sign  off  on  the  final 
budget.  In  particularly  complex  proposals, 
various  components  of  the  proposal  may  be 
assigned  to  several  different  staff  to  prepare. 
There  should  be  one  person  charged  with 
the  final  preparation  of  the  proposal  to  make 
sure  that  all  components  are  included  and  all 
items  in  the  guidelines  are  addressed.  This 
person  should  also  edit  the  proposal  to  ensure 
that  there  is  a  continuous  flow  throughout. 
Convene  all  parties  involved  at  the  onset 
of  the  process  and  set  clear  deadlines  and 
responsibilities. 

RIDDERS  CONFERENCES 

Many  funders  will  hold  Bidders  Conferences 
upon  the  release  of  an  RFP,  particularly  if  the 
funding  is  targeted  at  a  specific  geographic 
area.  The  Bidders  Conference  provides 
prospective  grantees  with  the  opportunity  to 
review  the  funder's  application  in  detail  with 
representatives  of  the  funding  organization 
and  ask  questions.  In  some  cases,  attendance 
at  the  Bidders  Conference  is  mandatory  for 
agencies  wishing  to  submit  proposals.  Some 
funder's  will  only  answer  questions  at  the 
Bidder's  Conference  or  send  subsequent 
information  on  the  grant  process  to  those 
who  attended.  Regardless  of  whether  or  not 
the  Bidders  Conference  is  mandatory,  an 
agency  should  make  every  effort  to  send 
a  representative.  You  may  receive  some 
information  or  insight  into  the  process  that 
will  give  your  proposal  an  added  advantage. 
It  is  also  an  excellent  opportunity  to  interface 
directly  with  the  funder's  representatives  and 
develop  a  more  personal  relationship.  When 
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attending  a  Bidders  Conference  make  sure 
you  take  the  time  to  introduce  yourself  and 
your  agency  to  the  funder's  representative. 

MAKING  THE  MOST 
OF  PAGE  LIMITATIONS 

While  the  guidelines  may  give  you  explicit 
instructions  regarding  page  limitations  and 
presentation,  what  they  do  not  say  is  critical 
when  you  need  more  space.  If  the  guidelines 
state  that  a  section  may  be  no  more  than  five 
pages  but  give  no  other  instructions,  you  have 
several  options  to  increase  the  amount  of 
information  in  the  space  provided. 


fields  of  interest  they  look  to  support  (i.e., 
African-American  youth,  the  elderly,  or  woman 
and  children).  If  your  agency  client  statistics 
demonstrate  increasing  trends  in  these 
populations  report  on  it.  Compare  it  to  local 
demographics  in  this  target  population  as  well. 
If  a  funder  is  looking  to  support  programs  that 
target  African-American  women  and  you  can 
demonstrate  that  the  need  in  the  community 
among  this  population  has  increased  AND 
that  your  client  caseload  in  the  population 
has  increased  since  the  previous  year  you  will 
certainly  bolster  your  argument. 

Seek  out  new  sources  for  studies  that  support 
the  need  for  your  service.  While  there  is  a 


PAGE  LIMITATION  OPTIONS 


Reduce  type  size  from  a  12  point 
font  to  a  still  readable  11  point 

Decrease  the  size  of  your  right,  left, 
top  and  bottom  margins 

Reduce  the  number  of  paragraphs 
by  running  two  or  three  together 


Edit  lengthy  sentences  to  eliminate 
words  while  leaving  concepts  intact 

Prioritize  the  concepts  that  you 
want  to  get  across  so  that  if  you 
have  to  eliminate  some  text  to  meet 
requirements  your  choices  will  be 
clear 


NEEDS  STATEMENT 

This  is  your  opportunity  to  make  your  case 
for  the  importance  of  both  your  program  AND 
your  agency.  Try  to  keep  statistics  current  with 
updated  epidemiology  reports  from  your  local 
or  state  health  departments.  Your  agency's 
own  client  data  should  never  be  more  than  12 
months  old.  Analyze  your  client  data  from  year 
to  year.  Demonstrate  that  your  client  load  is 
increasing  by  comparing  year-to-year  data. 

Foundations,  corporations  and  government 
grants  generally  have  target  populations  or 


tendency  to  recycle  text  from  previous  grants, 
take  care  that  you  do  not  cite  reports,  articles 
or  documents  that  are  three  or  more  years  old 
just  because  they've  worked  for  your  proposals 
in  prior  years.  The  exception  is  for  reports  that 
are  only  issued  at  particular  intervals,  such  as 
the  U.S.  Census  Bureau  report  issued  at  the 
beginning  of  each  decade.  Always  proofread 
carefully  to  ensure  that  if  you  are  using 
materials  from  a  prior  proposal  you  do  not 
reference  the  name  of  the  previous  funder. 

Use  case  histories  sparingly  and  to  maximum 
impact.  If  the  success  story  of  a  particular  client 
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can  help  bolster  your  argument  for  the  value  of 
your  agency  and  its  services  you  may  wish  to 
include  it.  Resist  the  tendency  to  overly  rely  on 
this  tactic.  Proposal  reviewers  can  distinguish 
easily  between  a  strong  fact-based  argument 
versus  a  purely  emotional  appeal. 

Above  all,  carefully  review  the  funder's 
guidelines  and  make  a  strong  case  that  your 
agency  and  your  program  are  an  ideal  match 
for  the  funder. 

PROPOSING  THE  OSE 
OF  SUBCONTRACTORS 

If  your  proposal  is  dependent  on  the  use 
of  subcontractors  (e.g.,  a  partner  agency) 
to  carry  out  program  activities,  it  is  in  each 
agency's  interest  to  clearly  define  these  roles 
prior  to  the  submittal  of  the  proposal.  Closely 
examine  what  the  cost  implications  will  be  in 
terms  of  staff  time  and  supervision  of  another 
agency's  activities.  What  are  the  implications 
if  the  partner  agency  does  not  live  up  to  its 
obligations? 

DEADLINES— THE  BEST  LAID  PLANS... 

Most  funders  have  deadlines  for  the  delivery 
of  proposals.  Most  nonprofit  organizations 
have  the  best  intentions  for  finishing  the  grant 
proposal  well  in  advance  of  the  deadline. 
However,  any  number  of  factors  can  delay  the 
completion  of  the  proposal,  as  a  grant  writer  is 
dependent  on  numerous  sources  for  program 
information,    financial    information,  agency 


documentation,  Letters  of  Support,  proposal 
approval,  official  signatures  and  other  items. 

Upon  review  of  the  grant  guidelines,  the  grant 
writer  should  outline  a  calendar  of  activities 
based  upon  the  grant's  requirements. 
Activities  that  are  dependent  on  other  staff  or 
people  outside  the  agency  should  be  initiated 
first  to  ensure  timely  completion  and  delivery. 

Carefully  note  the  proposal's  deadline.  If  the 
proposal  cannot  be  delivered  by  hand,  what 
is  the  deadline  for  an  express  mail  service 
that  will  deliver  the  proposal  by  the  required 
deadline.  Is  the  proposal  due  at  a  specific  time 
or  just  on  a  specific  date?  Some  proposals 
only  require  a  U.S.  Postal  Service  postmark 
by  a  certain  date.  Factor  in  holiday  closings  of 
the  post  office  or  delivery  services.  Develop 
contingency  plans  for  delivering  the  proposal 
in  the  event  of  delays.  Hope  you  won't  have  to 
use  them. 

PROPOSAL  BUDGETS 

In  preparing  your  proposal,  the  budget  is 
an  essential  tool  and  marketing  piece.  A 
thoughtful,  carefully  planned  budget  conveys 
that  the  organization  is  both  professionally  run 
and  cautious  with  its  funds.  These  messages 
serve  as  signals  to  a  funder  that  your  agency 
will  appropriately  manage  funds  that  may  be 
awarded.  Work  closely  with  your  agency's 
Finance  Director  to  determine  expenses  and 
to  approve  the  final  budget. 


Cost  Allocations 

In  developing  a  proposed  budget  for  your  grant  proposal,  outline  all  expenses  that 
can  be  attributed  to  your  program.  Allocate  as  much  as  you  legitimately  can  as 
program  expenses.  While  the  leasing  costs  of  your  entire  facility  are  not  considered 
program-related  expenses,  the  percentage  that  is  allocated  to  each  program  is 
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indeed  a  program  expense.  Thus,  if  your  Food  Service  Program  comprises  25% 
of  the  space  in  your  building,  25%  of  your  lease  costs  can  be  allocated  as  a  Food 
Service  program  expense.  You  can  similarly  calculate  the  percentage  of  a  variety 
of  expenses  to  your  programs  including  telephone,  Internet  access,  postage, 
photocopy  costs,  insurance  and  numerous  other  costs. 

Through  comprehensive  program  cost  allocations  to  a  variety  of  grants,  you  can 
significantly  reduce  the  amount  of  funding  you  will  need  to  raise  for  your  agency's 
general,  administrative  and  operating  expenses.  In  addition,  the  ratio  of  your 
operating  expenses  to  your  overall  agency  budget  will  decrease  showing  that  the 
agency  is  a  well-run  organization. 

Multi-Year  Budgets 

When  proposing  budgets  that  extend  through  more  than  one  fiscal  year,  make 
sure  that  you  account  for  annual  wage  increases  and  increased  program  costs 
due  to  program  expansion  and  cost-of-living  adjustments. 

Negotiated  Indirect  Cost  Rate  Agreement  (NICRA) 

You  can  apply  for  a  federally  approved  rate  for  indirect  costs  that  will  in  some 
cases  enable  you  to  propose  a  higher  level  of  administrative  costs.  For  an 
application,  contact  The  Department  of  Health  and  Human  Services-Division 
of  Cost  Allocation  at: 

Mailing  Address: 
Department  of  Health  and  Human  Services 
Program  Support  Center 

Financial  Management  Service — Division  of  Cost  Allocation 
50  United  Nations  Plaza,  Room  347 
San  Francisco,  CA  94102 

Telephone  Number: 
(415)  437-7820 
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BUDGET  DEVELOPMENT 

For  the  purposes  of  discussing  the  budget 
process  in  relation  to  grant  proposals,  we 
will  look  at  a  fictional  agency,  the  Center  for 
AIDS  Resources  (CAR).  CAR  provides  case 
management,  food  services,  counseling  and 
housing  for  men,  women  and  children  living 
with  HIV/AIDS.  The  fictional  agency  serves 
500  clients  annually  with  a  budget  of  $2  million. 
Seventy-five  percent  of  its  annual  budget 
comes  from  government  funding.  The  agency 
needs  to  raise  an  additional  $500,000  each 


year.  CAR's  Food  Bank  Program  provides 
meals  to  low-income  individuals  and  families 
living  with  HIV/AIDS.  It  is  partially  funded  by 
the  City  of  Los  Angeles. 

Through  its  research  the  agency  has  targeted 
the  fictional  Johnson  Foundation  as  a 
potential  funder.  According  to  the  foundation's 
guidelines  one  of  its  areas  of  interest  is  HIV/ 
AIDS  and  its  funding  is  geographically  targeted 
for  the  State  of  California.  The  following  budget 
has  been  prepared  by  CAR  to  submit  with  its 
proposal  to  the  Johnson  Foundation. 


Budget  Justification 

A  Budget  Justification  is  the  written  explanation  of  the  line  items  contained  in  your 
proposed  budget,  serving  to  JUSTIFY  to  the  funder  the  amount  of  money  you  are 
requesting.  The  Budget  Justification  generally  describes  the  item  that  you  are 
requesting,  the  purpose  that  it  serves  in  your  program  and  the  financial  calculation 
used  to  derive  the  amount  requested. 
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JOHNSON  FOUNDATION  PROPOSAL 

Proposed  Budget 

Center  for  AIDS  Resources 
FOOD  BANK  PROGRAM 

January  1,  2004  -  December  31,  2004 


Program  Support/Food  Bank 

Program 
Budget 

Porsonnel 

Salary 

%  FTE* 

Food  Bank  Program  Manager 

$35,000.00 

1 00% 

$35,000.00 

Program  Assistant 

$22,000.00 

50% 

$11,000.00 

Client  Services  Director 

S48,000.00 

25% 

$12,000.00 

Subtotal  Personnel 

$58,000.00 

Benefits 

23% 

$13,340.00 

Personnel  Total 

$71,340.00 

Program  Expenses 

hooa  uosts 

$45,000.00 

rooa  DanK  Kent 

c 

56,000.00 

Telephone 

c 

S1,200.00 

Printing/Copying 

c 

51.200.00 

Postage 

$300.00 

Volunteer  Expenses 

c 

5600.00 

Client  and  Program  Outreach 

c 

51.200.00 

Office  Supplies 

c 

5600.00 

Mileage 

c 

5876.00 

Food  Bank  Computer 

c 

5600.00 

Food  Bank  Printer 

c 

5350.00 

Inventory  Tracking  Software 

$500.00 

Food  Bank  Program  Expenses 

$56,976.00 

Program  Total 

$128,316.00 

Administrative  Costs  @  7% 

$8,982.12 

Total  Program  Budget 

$137,298.12 

Funding  From  City  of  Los  Angeles 

$75,000.00 

Request  for  Johnson  Foundation 

$62,298 

*  FTE:  Full  Time  Equivalent  staff  position:  The  percentage  of  the  staff  person's 
workload  that  is  allocated  to  the  program. 
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Budget  Justification  for  the  Johnson  Foundation 
From  the  Center  for  AIDS  Resources 

FOOD  BANK  PROGRAM 

PERSONNEL 

Food  Bank  Program  Manager  (1.0  FTE  at  $35,000  per  year):  This 
full-time  position  manages  all  operations  in  CAR's  Food  Bank 
Program,  including  overseeing  clients'  food  and  nutritional  needs, 
ordering  goods  and  supplies,  inventory  and  tracking  of  goods  and 
oversight  of  program  staff  and  volunteers. 

Program  Assistant  (0.5  FTE  at  $22,000  per  year):  This  position 
assists  the  Program  Manager  with  monitoring  program  needs, 
including  maintaining  an  inventory  of  goods,  distribution  of  food 
to  clients,  tracking  client  eligibility  and  needs,  and  follow-up  with 
client  appointments. 

Client  Services  Director  (0.25  FTE  at  $48,000  per  year):  This 
position  is  responsible  for  managing  all  client  service  programs 
for  CAR  of  which  the  Food  Bank  Program  represents  25%.  The 
position  is  charged  with  supervising  all  aspects  of  the  Food  Bank 
program,  including  staffing,  program  development  and  evaluation, 
analysis  of  client  needs,  budgeting,  and  community  outreach. 

Benefits:  Calculated  at  23%  of  salary  costs,  benefits  include  health, 
dental  and  vision  insurance  premiums,  as  well  as  workman's 
compensation  costs. 

PROGRAM  COSTS 

Food  Costs:  The  Food  Bank  provides  $25  worth  of  groceries  each 
month  to  150  clients  for  a  total  of  $3,750.  Over  12  months  this 
expense  is  $45,000. 

Food  Bank  Rent:  The  monthly  leasing  costs  for  CAR's  facility  is 
$2,000.  The  Food  Bank  Program  utilizes  25%  of  the  agency's  space 
at  $500  per  month.  Over  12  months,  this  expense  is  $6,000. 

Telephone:  The  Food  Bank  Program's  telephone,  fax  and  Internet 
connections  average  $100  per  month  for  a  total  cost  of  $1,200 
annually. 
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Printing/Copying:  The  Food  Bank  Program's  printing  and  photocopy 
allocations  average  $100  per  month  for  a  total  cost  of  $1,200 
annually. 

Postage:  The  Food  Bank  Program's  postage  costs  average  $25  per 
month  for  a  total  cost  of  $300  annually. 

Volunteer  Expenses:  The  Food  Bank  Program  relies  on  the  services 
of  1 5  volunteers  each  month  to  assist  with  receiving  goods,  stocking 
shelves  and  distributing  groceries  to  clients.  Expenses  include 
travel  reimbursement  and  volunteer  appreciation  incentives  such 
as  a  monthly  lunch  for  a  total  of  $50  per  month,  or  $600  annually. 

Client  and  Program  Outreach:  Food  Bank  Program  staff  attend 
community  events  to  provide  outreach  for  the  program  and  the 
agency.  Average  monthly  expenses  are  $100  for  a  total  of  $1,200 
annually. 

Office  Supplies:  The  Food  Bank  Program's  office  supplies  expenses 
average  $50  per  month  for  a  total  cost  of  $600  annually. 

Mileage:  Travel  reimbursement  for  staff  at  the  Federally-approved 
rate  of  $0,365  per  mile  for  an  average  of  200  miles  per  month  is 
$73.  Over  12  months  this  expense  equals  $876. 

Food  Bank  Computer:  There  is  no  dedicated  desktop  computer  for 
this  program,  which  would  facilitate  inventory,  client  communications 
and  documentation.  The  cost  of  a  basic  desktop  system  has  been 
estimated  at  $600. 

Food  Bank  Printer:  A  sturdy  laser  printer  for  the  above  referenced 
desktop  computer  has  been  estimated  to  cost  $350. 

Inventory  Tracking  Software:  This  software  program  would  expedite 
tracking  and  distribution  of  goods  and  improve  cost  and  time 
efficiencies  for  the  Food  Bank  Program.  The  software  is  estimated 
to  cost  $500. 

ADMINISTRATIVE  COSTS 

Operating  costs  associated  with  the  effective  management  of  this 
program  include  payroll  and  financial  services,  human  resources 
and  executive  management.  CAR  is  requesting  7%  of  the  award  to 
be  budgeted  for  administration  of  the  program. 
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EVALUATION 

In  recent  years,  the  Evaluation  component  of 
grant  proposals  has  been  given  increasing 
importance.  Funders  want  to  know  that  an 
organization  will  not  only  be  able  to  implement 
a  new  program,  but  also  be  able  to  measure 
its  success.  These  measures  of  success  will 
in  turn  validate  the  funder's  investment  in  your 
organization.  There  are  two  major  components 
of  Evaluation:  1)  Process  Evaluation  and  2) 
Outcome  Evaluation. 

Process  Evaluation  measures  the  activities 
utilized  to  achieve  program  goals  and  provides 
appropriate  documentation  of  these  activities. 
Process  Evaluation  provides  the  data  that 
demonstrates  to  what  extent  the  program  is 
on  track'  to  meet  these  goals.  It  measures 
whether  the  program  is  meeting  both  its 
implementation  and  management  targets.  For 
example,  if  your  program  components  call 
for  hiring  new  staff,  one  measure  of  Process 
Evaluation  would  be  having  new  staff  in  place 
in  an  appropriate  time  frame.  If  your  program 
calls  for  distributing  educational  outreach 


brochures,  Process  Evaluation  measures 
the  activities  of  producing  the  brochures  and 
having  them  available  for  program  launch. 
Similarly,  if  your  program  calls  for  providing 
outreach  to  1,000  members  of  your  target 
population  in  the  course  of  12  months,  Process 
Evaluation  measures  your  incremental 
progress  in  this  area  (e.g.,  providing  outreach 
to  100  incarcerated  men  per  month  for  12 
months). 

Outcome  Evaluation  assesses  the  overall 
effectiveness  of  the  program,  measuring 
its  impact,  scope  and  the  duration  of  the 
program's  results.  The  purpose  of  Outcome 
Evaluation  is  to  determine  if  your  program 
results  in  concrete  changes  and  to  examine 
how  these  changes  can  be  attributed  to  your 
program's  activities.  For  example,  if  your 
educational  outreach  program  is  designed 
to  reduce  high-risk  sexual  behavior,  to  what 
extent  can  you  demonstrate  a  reduction 
in  sexually  transmitted  diseases  or  HIV 
infection?  Outcome  Evaluation  measures  the 
impact  your  program  has  in  creating  favorable 
change  in  your  target  population. 


ORGANIZING  GRANT  FILES 


Well-organized  grant  files  will  greatly 
facilitate  the  proposal  preparation  process. 
Keep  a  separate  file  for  every  proposal 
submitted,  including: 

The  funder's  proposal  guidelines 

A  complete  copy  of  your  proposal 

All  correspondence  between  the  agency 
and  the  funder 

Reporting  requirements 


Notes  of  telephone  conversations  or 
meetings 

The  funder's  informational  materials 

Complete  copies  of  grant  agreements 

Keep  a  separate  file  for  each  funding 
organization  and  for  each  year  a 
proposal  is  submitted.  Be  sure  to  review 
previous  files  before  submitting  your 
next  proposal.  These  files  can  also  be 
kept  electronically. 
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Quality  Assurance.  Increasing  emphasis  is 
also  being  placed  on  organizations  having  a 
Quality  Assurance  orQuality  Improvement  plan 
in  place  for  their  programs  and  their  agencies. 
The  goal  of  Quality  Assurance  is  to  establish 
clear  and  concise  program  parameters,  setting 
up  a  standard  that  factors  in  national,  state  and 
local  criteria  to  measure  the  degree  of  quality 
attained.  More  and  more,  funders  are  asking 
for  a  demonstration  that  organizations  have 
or  are  putting  into  place  a  Quality  Assurance 
plan  and  by  what  standard  the  organization 
will  measure  service  delivery. 

IS  THAT  YOUR  FINAL  ANSWER? 

If  your  proposal  is  rejected,  it  is  in  the  best 
interest  of  your  agency  to  find  out  why.  Contact 
the  funding  organization's  program  officer  for 
details  on  the  reasons  for  rejection.  Most  will 
be  amenable  to  providing  this  information.  Ask 
the  program  officer  if  your  agency  would  be 
eligible  to  submit  another  proposal  and  take 
detailed  notes  for  your  files.  Find  out  when 
the  appropriate  time  would  be  to  submit  the 
next  proposal.  Make  sure  you  address  the 
points  that  resulted  in  the  rejection  in  the 
next  proposal.  Keep  on  submitting  proposals 
as  long  as  the  program  officer  encourages 
you  to  resubmit.  Often  the  act  of  submitting 
proposals  in  the  course  of  several  years  will 
cause  a  funder  to  become  increasingly  familiar 
with  your  agency's  work  and  turn  rejection  into 
eventual  acceptance. 

GRANT  REPORTS 

Eachfunderhasits own  reporting  requirements, 
which  may  range  from  monthly  cost  reports  to 
no  report  at  all.  Carefully  note  in  the  funder's 
guidelines  or  grant  agreement  what  is  required 
of  the  organization  in  terms  of  reporting.  Track 
the  deadlines  for  these  reports  carefully  and 
designate  staff  to  prepare  the  reports.  A  funder 


should  not  have  to  contact  an  organization  in 
search  of  a  delinquent  report. 

Even  if  the  funder  does  not  require  a 
grant  report,  it  is  in  the  best  interest  of  the 
organization  to  update  the  funder  on  the 
program's  progress.  This  can  only  serve 
to  enhance  the  organization's  image  and 
facilitate  future  funding. 

PROPOSAL  ATTACHMENTS 

Many  proposals  will  require  submission  of  a 
variety  of  materials  or  agency  documentation. 
Keep  up-to-date  files  with  common,  or  even 
unusual,  attachments.  Designate  an  original 
document  or  a  clear  copy  as  the  "master" 
document  from  which  to  make  copies.  This  will 
avoid  degeneration  of  document  copy  quality 
as  time  progresses.  Keep  an  appropriate 
number  of  copies  of  each  document  on  file 
so  you  will  not  have  to  make  a  new  copy  for 
every  submittal.  This  is  particularly  useful  for 
last  minute,  "surprise"  deadlines. 

THE  GRANT  GLOSSARY 

Request  For  Proposal  (RFP) 

A  published  notice  that  a  funder  will  award 
funds  to  a  nonprofit  organization  in  certain 
categories.  RFP's  usually  have  clear 
guidelines  around  the  development  of  a 
proposed  program  and  firm  deadlines. 

Request  For  Application  (RFA) 

Less  detailed  and  less  developed  than  an  RFP, 
an  RFA  may  simply  require  the  submittal  of 
certain  documentation  to  determine  eligibility 
for  a  funding  award. 

Memorandum  of  Understanding  (MOU) 

Many  proposals  require  an  agency  to  submit  a 
"Memorandum  of  Understanding"  for  programs 
that  includes  services  that  will  be  performed 
by  outside  agencies  or  vendors.  Generally 
these  are  brief  documents  that  outline  the 
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ATTACHMENTS  TO  KEEP  ON  FILE 

Documentation  of  the  agency's  501 

Current  list  of  the  agency's  Board 

(c)  (3)  status 

of  Directors,  with  members' 

Agency's  By-Laws 

affiliations  and  contact  information 

Agency's  Articles  of  Incorporation 

Monthly  unaudited  financial 
statements  for  the  current  year 

Current  Independent  Financial 
Audit 

Resumes  of  key  staff  and  board 
members  to  be  updated  on  a  yearly 

Copies  of  all  existing  Independent 

basis  or  as  needed 

Financial  Audits  for  the  previous 
five  years 

Agency  brochures 

Current  Annual  Report 

List  of  agency's  current  major 
funder's  with  amounts  of  funding, 

Copies  of  all  existing  Annual 

funding  periods  and  contact 

Reports  for  the  previous  five  years 

information 

responsibilities  of  the  parties  involved.  For 
example,  if  your  agency  were  proposing  to 
provide  HIV/AIDS  education  to  youth  groups 
that  will  encourage  HIV  testing  to  be  performed 
by  another  agency,  an  MOU  would  outline  this 
agreement  to  a  prospective  funder.  The  MOU 
would  describe  the  educational  services  that 
you  would  provide  as  the  proposing  agency 
and  the  HIV  testing  services  provided  by  the 
partner  agency,  including  the  time  frame  for 
the  collaboration.  Official  representatives  of 
both  parties  would  sign  the  document.  To 
ensure  that  the  document  is  produced  in  a 
timely  manner  and  meets  all  of  the  funder's 
requirements,  draft  it  yourself  and  send  it  to 
your  partner  agency  for  review  and  signature. 

Letter  of  Intent 

Sometimes  applying  for  a  grant  from  a 
foundation  or  corporation  is  a  two-step 
process.  You  may  be  asked  to  submit  a 


preliminary  "Letter  of  Intent"  in  which  you 
briefly  describe  your  agency  and  request.  The 
funder  will  review  the  Letter  of  Intent  to  decide 
if  your  agency  may  submit  a  full  proposal. 
While  this  may  lengthen  the  overall  time  frame 
between  applying  for  and  receiving  funding,  it 
benefits  both  parties.  The  funder  receives  less 
paperwork  to  review  and  the  applicant  has 
less  paperwork  to  prepare.  In  addition,  if  the 
applicant  is  invited  to  submit  a  full  proposal, 
there  is  an  indication  of  genuine  interest  on 
the  funder's  part.  The  applicant  should  elect  to 
take  more  care  in  proposal  preparation  having 
advanced  through  the  first  screening  process. 

Letter  of  Support 

Funders  will  sometimes  require  a  Letter  of 
Support  for  inclusion  in  the  proposal.  This 
letter  serves  as  a  reference  for  your  agency 
and  may  need  to  come  from  a  client,  a 
previous  or  current  funder,  or  a  community 
leader,    among    others.    To    expedite  this 
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process,  draft  the  letter  in-house  and  forward 
it  to  the  desired  reference  for  preparation  and 
signature  on  their  letterhead.  This  will  ensure 
that  you  receive  a  quicker  response  and  that 
all  appropriate  requirements  of  the  funder 
are  covered  in  the  letter.  Your  reference  will 
appreciate  the  fact  that  you  have  made  this 
process  easier  for  them. 

Another  type  of  a  "Letter  of  Support"  is  one 
that  is  not  required  by  the  funder,  but  may 
be  beneficial  to  your  agency  in  the  review 
process.  For  example,  if  your  Board  Chair  is  a 
friend  or  colleague  of  one  of  a  funder's  Board 
members,  draft  a  letter  for  your  Board  Chair 
to  send  to  his  colleague  extolling  support  for 
your  agency.  Generally,  this  letter  should  be 
sent  peer  to  peer  and  not  be  included  in  your 
proposal  package. 

OVERCOMING  GRANTAPHOBIA 

You  arrive  at  your  desk  and  spot  a  large 
document  that  is  either  the  latest  edition  of 
your  local  phone  book  or  a  newly  issued 
government  "Request  For  Proposal"  (RFP). 
Your  pulse  quickens.  Your  heart  rate  increases. 
Your  breathing  becomes  more  shallow.  You 
can  either  reach  for  the  Valium  or  follow  some 
simple  procedures. 

1)  Photocopy  the  RFP  and  immediately 
distribute  materials  to  all  staff  and  consultants 
who  will  be  involved  in  the  process  for  their 
review 

2)  Grab  a  highlighter  and  a  pen  and  begin 
reading  the  RFP  from  cover  to  cover 

3)  Highlight  EVERYTHING  in  the  document 
that  is  pertinent  to  the  proposal  development. 
Write  notes  where  appropriate  as  to  what 
action  must  be  taken.  This  includes: 

Due  date  and  time  -  Note  whether  this 
applies  to  receipt  of  proposal  by  funder  or 
postmark 


Available  funding  -  How  much  can  you 
ask  for? 

Requirements  for  agencies  submitting 
proposals-  Note  how  many  of  these 
requirements  your  agency  fits  and  be  sure 
to  reference  this  in  your  proposal  budget 
requirements  (What  can  you  bill  for  under 
the  guidelines?  What  can't  you  bill  for 
under  the  guidelines?  What  is  the  budget 
period?) 

Indirect  Costs  -  Can  you  bill  a 
percentage  of  the  budgets  as 
"administrative",  "operating"  or  "indirect 
costs"?  Are  you  required  to  have  a 
Negotiated  Indirect  Cost  Rate  Agreement 
(NICRA)  in  order  to  bill  for  these 
expenses?  If  you  do  not  have  a  NICRA, 
visit  the  Division  of  Cost  Allocation 
website  at  http://rates.psc.gov/fms/dca/ 
dcamgrs.html. 

Long  lead  time  requirements  (e.g., 
"Letters  of  Support",  "Memoranda  of 
Understanding",  Board  of  Directors 
authorization,  Board  official  signature  on 
documents,  etc.) 

Staff  responsibilities  -  Which  agency 
staff  will  be  responsible  for  designated 
sections  (e.g.,  the  finance  director 
prepares  the  budget,  the  program  director 
prepares  the  project  narrative,  etc.)? 

Formatting  guidelines  - 

Maximum  number  of  pages,  number 
of  copies,  font  size,  margins,  spacing, 
binding  (stapled?  clipped?),  double-sided 
or  single  side  pages,  recycled  paper,  etc. 

Required  Attachments  -  (e.g., 
documentation  of  501  (c)  (3)  status, 
agency  by-laws,  board  member  listing, 
etc.) 
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4)  Convene  all  participants  in  the  proposal 
preparation  process  to  ascertain  assignments 

5)  Determine  the  priority  level  for  the  proposal 
process  with  regard  to  each  staff  person's 
regular  workload 

6)  Designate  one  point  person  on  staff  to 
coordinate  the  proposal  process 


7)  Set  deadlines  for  each  component  of  the 
process 

8)  If  possible,  designate  one  additional 
person  who  is  not  involved  in  the  writing 
process  to  proofread  the  completed  document 
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Optimizing  Resources 

A  GUIDE  TO  RESOURCE  DEVELOPMENT  FOR 

LOS  ANGELES  COUNTY  HIV/AIDS  SERVICE  PROVIDERS 


Events 


Optimizing  Resources 


Events  are  the  most  labor-intensive  of  all  fundraising  mechanisms  and  quite 
often  the  least  cost  effective  in  respect  to  expenses  as  a  percent  of  revenue. 
It  often  takes  several  years  for  an  event  to  develop  momentum  and  a  life  of  its 
own,  thereby  finally  producing  significant  income.  A  considerable  number  of 
events  lose  money  for  nonprofit  organizations  each  year. 


The  question  is:  why  bother? 

A  successful  event  is  one  that  succeeds  on  a 
number  of  levels:  It  can  become  a  significant 
source  of  unrestricted  funds  for  an  agency; 
generate  community  awareness  and  public 
relations  opportunities;  and  help  establish  ties 
with  donors  that  will  lead  them  to  give  on  a 
regular  basis.  By  participating  in  an  event  a 
supporter  can  develop  an  emotional  investment 
in  an  organization,  leading  to  gifts  or  volunteer 
service.  And  when  donors'  mailboxes  are 
bulging  with  direct  mail  solicitations,  they  will 
more  likely  support  the  organizations  they 
know  or  have  ties  to.  Events  are  often  the 
ideal  vehicle  to  help  create  these  ties  with  the 
public. 

For  the  purposes  of  this  section,  we  are  going 
to  examine  a  fictional  agency,  the  Center  for 
AIDS  Resources  (CAR),  and  its  foray  into  the 
world  of  events.  Center  for  AIDS  Resources 
is  an  organization  that  provides  case 
management,  food  services,  counseling  and 
housing  for  men,  women  and  children  living 
with  HIV/AIDS  in  Los  Angeles  County.  The 
agency  currently  serves  500  clients  annually 
through  its  care  programs.  The  organization 
has  an  annual  budget  of  $2  million  of  which 
75%  is  government  funded.  It  currently  needs 
to  raise  $500,000  annually  to  support  its 
general  and  administrative  costs.  The  board 
and  management  of  the  organization  has 


begun  a  program  of  diversifying  its  funding 
sources  and  has  embarked  upon  a  long-range 
plan  to  become  less  reliant  on  government 
funding.  One  of  the  components  of  this 
strategic  plan  is  to  develop  two  events  each 
year  to  raise  unrestricted  funds  for  the  agency. 
To  facilitate  this  plan,  the  agency  has  hired  a 
Development  Director  and  one  assistant. 

TIMING  IS  EVERYTHING 

Working  closely  with  the  Executive  Director  and 
the  Board  of  Directors,  the  new  Development 
Director,  Elena,  is  researching  and  planning 
the  logistics  of  holding  a  gala  dinner  and 
awards  ceremony  nine  months  away  in 
October.  Elena  based  her  recommendation 
for  holding  the  event  in  October  on  her 
previous  experience.  She  first  checked  local 
event  calendars  (e.g.,  the  LA  Masterplanner,  a 
local  event  calendar  available  by  subscription 
-  consider  splitting  the  cost  of  the  subscription 
with  one  or  two  other  organizations)  to  select 
a  date  and  time  which  would  not  compete 
with  existing  events.  In  doing  so,  she  is  both 
altruistic  and  practical.  She  does  not  want 
to  potentially  damage  another  organization's 
event,  nor  does  she  want  to  create  an  event 
that  will  necessitate  an  uphill  battle  for  ticket 
sales  and  public  relations  opportunities  in  a 
busy  period. 
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Her  selection  of  October  for  the  fall  event 
is  based  on  a  number  of  factors.  Summer 
vacation  schedules  will  make  it  difficult 
to  reach  and  obtain  commitments  from 
potential  sponsors,  advertisers  and  ticket 
purchasers  until  after  Labor  Day.  Elena 
is  planning  on  significant  revenue  from 
advertising  sales  in  the  Event  Program 
Journal.  She  will  need  time  for  advertisers 
and  sponsors  to  make  their  commitments. 
The  advertisers  and  sponsors  who  commit 
to  purchases  will,  in  turn,  need  time  to 
contact  in-house  or  contracted  advertising 
services  to  produce  camera-ready 
advertisements  and  copy.  Elena's  graphic 
designer  will  need  time  to  assemble  and 
design  the  publication,  and  a  printer  will 
need  as  much  as  ten  business  days 
(two  full  weeks)  to  print  the  publication, 
depending  on  the  printing  companies 
demands  on  its  printing  press  and  the 
complexities  of  the  job. 

Similarly  in  planning  the  fall  event,  Elena 
seeks  to  avoid  the  five  to  six  week  holiday 
period  between  Thanksgiving  and  New 
Years  when  prospective  ticket  purchasers 
and  sponsors  often  have  little  time  between 
holidays,  holiday-related  events,  personal 
travel,  vacation  time,  and  other  conflicts. 

Elena  is  recommending  a  gala  dinner  and 
awards  ceremony  for  a  number  of  reasons, 
including  built  in  labor  efficiencies  and 
perceived  value  in  relation  to  ticket  prices 
for  guests.  In  OAPP's  Organizational 
Survey,  gala  dinners  were  the  most 
popular  types  of  events  held  by  56%  of 
agencies  that  produce  events.  The  agency 
has  no  track  record  with  events  and  does 
not  have  a  strong  mailing  list  or  donor 
base.  Selling  tickets  to  this  event  will  be 
a  true  grassroots  effort  involving  a  network 
that  will  grow  from  Board  members,  staff 
members  and  volunteers.    She  reasons 


that  holding  an  awards  dinner  in  a  hotel 
will  produce  certain  built  in  efficiencies 
that  will  alleviate  some  of  the  strain  on 
her  two-person  department.  A  large  hotel 
will  have  its  own  caterer,  a  banquet  hall 
capable  of  holding  several  hundred  guests, 
parking  facilities  and  other  amenities. 
She  factors  in  the  benefit  of  the  fact  that 
a  hotel  will  own  a  sufficient  number  of 
tables,  chairs,  and  place  settings  to  avoid 
rental  charges.  A  hotel  will  generally  be 
adequately  staffed  to  meet  the  needs  of 
the  event  and  its  guests.  However,  the 
price  of  obtaining  these  conveniences  may 
well  be  an  increase  in  cost  and  perhaps 
a  decrease  in  quality  that  often  occurs 
in  venues  that  turn  out  mass-produced 
meals.  Should  the  event  develop  into  a 
success  she  may  seek  a  change  in  venue 
and  an  outside  caterer  known  for  both  its 
quality  and  ability  to  be  flexible  in  price  for 
nonprofit  organizations.  She  may  develop 
relationships  that  will  allow  her  to  obtain 
donations  of  food,  rental  equipment  or  any 
number  of  items  that  will  reduce  costs  in 
return  for  corporate  recognition,  tickets 
or  community  good  will.  By  holding  an 
awards  ceremony,  she  can  solicit  guests 
who  wish  to  pay  homage  to  the  honorees. 

BUDGET 

The  budget  is  the  financial  blueprint  for 
your  event.  An  event  with  a  track  record 
provides  the  ability  to  budget  income  and 
expenses  more  accurately,  but  even  a  new 
event  must  start  with  a  plan.  Often,  if  this  is 
a  substantial  new  expense  to  the  agency,  it 
must  be  presented  to  the  Board  of  Directors 
for  approval  as  a  budget  modification  or  as 
part  of  the  next  fiscal  year's  budget.  The 
most  well  thought  out  event  will  almost 
invariably  produce  hidden  costs.  Plan  in 
as  great  detail  as  you  can,  and  allow  for 
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miscellaneous  expenses  when  developing  may  not  meet  your  revenue  goals  in  a  firsttime 
your  budget  projections.  Anticipate  that  you     event  and  plan  conservatively. 


Obtaining  Bids  and  Checking  References 

Before  she  goes  to  the  CAR  board  with  her  proposed  event,  Elena  spends  a  good 
deal  of  time  researching  her  costs  and  planning  her  budget.  Careful  planning  of  the 
budget  will  allow  the  agency  to  realistically  price  tickets  based  on  what  the  market 
will  bear  and  what  the  event  will  cost.  On  almost  every  line  item,  she  obtains  a 
minimum  of  two  to  three  bids,  even  if  she  has  used  a  particular  vendor  before.  To 
ensure  the  quality  of  the  event,  she  will  ask  for  references  from  previous  clients 
for  her  venue,  her  caterer,  her  printer,  and  even  her  florist.  References  should  be 
from  clients  who  purchased  or  obtained  similar  services  as  those  you  are  seeking. 
If  you  are  planning  a  dinner  for  300  guests,  you  should  not  talk  to  a  previous  client 
who  had  a  luncheon  for  50  guests.  Has  your  florist  delivered  consistent,  quality 
product  in  the  numbers  you  are  seeking?  Look  at  print  samples  of  invitations  and 
program  books,  not  newsletters  and  annual  reports. 

Variations     of    these  questions 


CHECKING  REFERENCES 
Did  the  vendor  deliver  what  it  promised? 
Was  the  quality  to  your  satisfaction? 
Did  the  costs  exceed  the  original  bid? 
Were  services  delivered  on  schedule? 
Would  you  use  the  vendor  again? 


pertain  to  almost  every  facet  of  your 
event,  including  catering,  printing 
of  invitations  and  programs,  video 
production,  transportation  and  other 
areas. 

As  noted,  for  a  first  time  event  it 
is  difficult  to  anticipate  all  of  your 
needs,  but  a  budget  is  an  evolving  document.  Update  the  document  on  a 
weekly  basis,  or  more  often  if  needed,  particularly  as  you  get  closer  to  the  event. 
Compare  budgeted  costs  versus  actual  costs  and  track  where  your  budget  has 
been  exceeded  and  where  there  are  cost  savings.  In  successive  years,  you  will 
compare  your  budget  and  actual  costs  to  previous  results  to  track  improvements 
or  note  where  you  need  to  change  facets  of  the  event  to  save  money. 

As  Elena  prepares  for  next  week's  board  meeting  where  she  will  present  the  event 
concept  and  budget,  she  develops  her  preliminary  budget.  While  Elena  has  had 
experience  in  the  budget  process,  it  may  be  useful  to  have  the  agency's  finance 
director  review  the  budget  prior  to  presentation. 
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Budget  Line  Items 

CATERING 

Dinner  -  In  her  discussions  with  potential  hotels,  Elena  has  arrived  at  a 
price  of  $50  per  guest  for  a  three-course  meal  including  salad,  a  beef 
entree  and  dessert.  Coffee  and  tea  service  is  also  included. 

Hors  d'  oeuvres  -  Elena  is  planning  a  silent  auction  prior  to  dinner.  Hors  d' 
oeuvres  will  include  4-5  pieces  per  guest  during  a  one-hour  period  before 
dinner. 

Wine*  -  With  an  estimated  six  glasses  per  bottle,  Elena  is  counting  that  two 
bottles  per  table  of  ten  should  be  sufficient  for  dinner. 

Hosted  cocktails*  -  For  a  moderate  to  high  priced  dinner  ticket,  guests 
may  expect  complimentary  cocktails.  In  addition,  the  more  relaxed  the 
guests  are,  the  more  likely  they  are  to  bid  on  the  auction  items. 

Volunteer  Food  -  While  volunteers  are  at  the  event  to  donate  their  time 
and  services,  asking  them  to  work  for  five-hour  shifts  without  food  is  both 
inappropriate  and  counterproductive.  A  well-treated  volunteer  is  a  regular 
volunteer. 

Tax  and  Gratuity  -  A  common  assumption  among  inexperienced  event 
planners  is  that  the  $50  quote  per  person  is  the  total  cost  of  the  food  for 
the  dinner.  In  reality,  hotels  and  caterers  generally  add  a  service  charge  of 
1 5  -  20%  on  top  of  the  bill.  With  sales  tax  on  top  of  that,  it  is  reasonable  to 
estimate  that  all  food  costs  will  include  a  surcharge  of  approximately  25%. 
Thus,  the  $50  per  person  quote  results  in  a  $62.50  per  person  cost.  For 
350  guests  this  will  add  more  than  $4,000  to  the  cost  of  the  event  for  the 
meal  alone 

*A  Message  from  OAPP  on  Alcohol  Consumption 

To  the  extent  that  your  events  serve  alcoholic  beverages  and  in  consideration  of 
both  our  shared  mission  to  preserve  the  public's  health  and  of  the  unequivocal 
connection  between  alcohol  consumption  and  multiple  risk  behaviors  (including 
unsafe  sex  and  driving  while  under  the  influence),  OAPP  respectfully  requests 
that  you  moderate  the  availability  of  beverages  at  your  events  and  consider 
the  balanced  availability  of  alcoholic  and  non-alcoholic  beverage  choices. 
OAPP  funds  cannot  be  used  for  the  purchase  and  consumption  of  alcoholic 
beverages. 
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Please  note  that  the  expenses  presented  in  the  following  budget  are  intended 
purely  as  examples.  They  may  not  reflect  actual  costs  for  these  goods  and 
services. 


OCTOBER  GALA 

EXPENSES 

Expenses 

Catering 

Price  per  unit 

Unit  Descript. 

#  of  units 

Total  Budget 

Dinner 

3550.00 

per  guest 

350 

$17,500  00 

Hors  d'ouerves 

$7.00 

per  guest 

350 

$2,450  00 

Wine 

$20.00 

per  bottle 

70 

$1 ,400  00 

Hosted  cocktails 

$5.00 

per  drink 

500 

$2,500  00 

Volunteer  food 

$15.00 

per  meal 

20 

$300  00 

Subtotal 

$74,150  00 

Gratuity 

19.00% 

$4,588  50 

Tax 

8.25% 

$1,992  38 

Total  Catering 

$30,730.88 

Venue  Costs 

Parking 

$5.00 

per  car 

250 

$1,250  00 

Video  Screens 

$1,800.00 

per  screen 

1 

$1,800  00 

Coat  room  attendents 

$100.00 

per  attendant 

2 

$200  00 

Additional  lights 

estimate 

$750  00 

Floral  arrangements 

$45.00 

per  arrangement 

40 

$1  800  00 

Additional  decorations 

estimate 

$2,000  00 

Entertainment 

$5,000.00 

Venue  Costs 

$12,800.00 

Printing 

Invitations 

$1.00 

per  invitation 

3000 

$3,000.00 

Program  Book 

$12.00 

per  book 

450 

$5,400.00 

Auction  Book 

estimate 

$500.00 

Graphic  Design 

estimate 

$3,500.00 

Total  Printing 

$12,400.00 

Mailing 

Invitations 

$0.37 

2000 

$740.00 

sponsor  packages 

$1.29 

200 

$258.00 

Save-The-Date  letters 

$0.37 

2000 

$740.00 

Acknowledgement 

$0.37 

100 

$37.00 

Total  Mailing  Costs 

$1,775.00 

Additional  Costs 

Video  Production 

$3,500.00 

Photographer 

$500.00 

Film  &  Development 

$250.00 

Office  supplies 

$500.00 

Staff  mileage/parking 

$200.00 

Promotional  materials 

$750.00 

Transportation 

$2,000.00 

Hotel  accommodations 

$1,000.00 

Awards 

$500.00 

Event/Site  Insurance 

$200.00 

Miscellaneous 

$1,500.00 

Total  Additional  Costs 

$10,900.00 

Total  Expenses 

$68,605.88 
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VENUE  COSTS 

Minor  costs  associated  with  the  venue  quickly  add  up.  As  you  can  see  in 
this  budget,  venue  costs  have  added  an  additional  50%  to  the  cost  of  the 
catering.  When  using  union  labor  at  hotels  or  other  venues,  obtain  clear 
information  on  the  point  that  overtime  rates  apply  and  what  those  rates 
are.  Union  employees  must  often  be  paid  time  and  a  half,  double  or  even 
triple  time  after  a  certain  point  in  the  day  or  number  of  hours  worked. 

Parking  -  Will  your  guests  appreciate  being  "nickeled  and  dinned"  to  death 
after  paying  $400  to  $600  per  couple  to  attend  the  event?  If  guests  need 
to  buy  their  own  drinks  and  pay  for  their  own  parking,  they  may  well  factor 
in  these  additional  costs  when  choosing  to  attend  your  event  the  following 
year.  The  other  side  of  the  coin  is  when  they  are  attending  an  event  for  a 
cause  they  believe  in,  they  might  not  mind  spending  a  little  extra  money 
so  that  more  of  the  proceeds  can  benefit  the  organization's  clients.  In  the 
end,  you  need  to  evaluate  your  ticket  price  and  your  audience  and  make 
your  own  decision. 

Video  screens  -  While  the  production  of  the  event  is  a  significant  expense 
in  its  own  right,  it  is  by  no  means  cheap  to  play  videos  at  an  event.  Renting 
large  video  screens  and  equipment  can  run  as  much  as  $1 ,800  per  screen. 
Carefully  examine  the  impact  of  video  to  your  event  before  making  this 
decision. 

Coat  Room  Attendants  -  Venues  will  generally  set  a  fee  per  attendant  on 
an  hourly  or  a  shift  basis. 

Additional  Lights  -  Venues  will  generally  provide  a  very  basic  lighting 
package.  Additional  use  of  spotlights,  pin  spots,  dimmer  switches  and 
labor  paid  at  union  rates  quickly  add  up.  Carefully  review  your  event 
needs. 

Floral  arrangements  -  Banquet  rooms  run  the  gamut  from  simple  to  ornate. 
In  creating  ambiance  for  your  event  environment  floral  arrangements  are  a 
low  labor,  low  maintenance  and  attractive  effect.  In  addition,  a  number  of 
lucky  guests  may  take  the  floral  arrangements  home  as  souvenirs  or  buy 
raffle  tickets  to  win  them. 

Additional  decorations  -  Your  banquet  room  is  your  canvas.  It  is  up  to 
you  to  decide  how  it  needs  to  be  accessorized  to  best  present  your  event. 
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Some  decorative  accessories  can  be  rented  from  hotels.  "Piping  and  draping" 
is  a  common  means  of  sectioning  off  a  room  to  make  it  look  less  empty,  hiding 
unattractive  elements  or  just  adding  to  the  general  ambiance.  However,  these 
elements  are  rented  in  sections  (e.g.,  5  foot  sections)  that  quickly  accumulate 
costs.  Creative  staff  and  volunteers  may  be  able  to  dress  up  a  room  less 
expensively,  but  always  discuss  your  plans  with  your  site  manager  so  that  you 
do  not  inadvertently  violate  house  rules,  incur  unintended  costs,  or  even  damage 
property  (e.g.,  the  residue  from  tape  adhering  to  a  wall  may  violate  the  venue's 
contract). 

Entertainment  -  Entertainment  is  in  the  eye  and  ear  of  the  beholder.  You  may  opt 
to  secure  a  "big  name"  talent  for  entertainment  either  through  donation  of  services 
or  paying  a  (sometimes  substantial)  fee  if  this  is  the  main  draw  or  focal  point  of 
the  event.  Sometimes  a  string  or  jazz  quartet  may  suffice  for  background  music 
or  dancing. 

PRINTING 

Printing  represents  a  substantial  investment  in  an  event,  in  this  case  nearly  25% 
of  the  budget.  However,  the  quality  of  printing  can  often  distinguish  your  event 
in  either  a  positive  or  negative  way.  A  poorly  printed,  cheap  quality  invitation 
that  solicits  the  purchase  of  a  $200  ticket  to  an  event  may  send  a  message  that 
the  event  is  not  worth  attending.  A  well  designed,  quality  event  program  journal 
reinforces  your  prestige  with  an  advertiser  or  sponsor. 

Invitations  -  An  attractive,  eye-catching  invitation  may  be  the  difference  between 
an  invitation  that  is  read  and  an  invitation  that  is  immediately  tossed  in  the  trash. 
Strike  a  balance  between  professional  designs  and  designs  that  may  appear  to  be 
excessively  expensive.  It  is  unwise  to  appear  to  be  spending  too  much  money  on 
printing  at  the  expense  of  client  services. 

Event  Program  Journal  -  This  can  be  used  as  a  means  of  generating  additional 
revenues  through  ad  sales.  It  also  serves  as  a  marketing  tool  for  sponsor 
solicitation  and  a  recognition  vehicle  for  all  those  who  contributed  to  the  event. 

Auction  Book  -  This  can  generally  be  produced  on  a  desktop  computer  and 
photocopied.  Printing  auction  book  covers  in  the  same  print  run  as  your  Event 
Program  Journal  covers  can  be  a  less  expensive  means  of  "dressing  it  up". 

Graphic  Design  -  Often  your  best  bet  for  donated  or  reduced  cost  services  is  with 
a  graphic  designer.  While  you  may  have  someone  with  a  flair  for  graphic  design 
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on  staff,  a  professional  will  ensure  the  quality  of  the  job,  as  well  as  liaison 
with  the  printer  to  ensure  the  integrity  of  your  printing  projects.  Fees  vary 
widely,  but  always  ask  for  samples  of  comparable  work  before  making 
decisions. 

MAILING  COSTS 

If  you  are  ahead  of  schedule  in  producing  your  invitations  you  may  opt  for 
bulk  mail  to  reduce  some  of  your  postage  costs,  but  check  with  the  post 
office  to  find  out  specifically  what  you  can  expect  in  terms  of  delivery.  Two 
weeks  may  be  all  right,  but  three  may  not  be.  You  should  aim  to  have  your 
invitations  arrive  approximately  six  weeks  prior  to  the  event.  Mailing  costs 
include  the  postage  that  will  be  needed  to  mail  acknowledgement  letters  to 
the  event's  donors  and  supporters. 

ADDITIONAL  COSTS 

Video  Production  -  Video  costs  vary  widely  with  the  extent  of  the  project. 
A  video  can  range  from  a  montage  of  photographs  with  narration  to 
substantial  interviews  and  footage  of  client  services  or  honorees,  which 
involve  extensive  editing. 

Photographer/Film  Development  -  You  may  wish  to  have  a  professional 
photographer  to  produce  publication  quality  photographs  or  portraits  of 
guests.  A  talented  amateur  may  suffice.  Identify  in  advance  who  and  what 
you  want  photographed,  as  well  as  when  the  ideal  time  would  be  to  take 
the  photograph.  Photos  can  be  used  for  keepsakes  for  guests,  agency 
archives  or  newsletter  and  annual  report  publication.  Digital  cameras 
eliminate  the  need  for  developing,  but  you  will  need  to  factor  in  the  cost 
of  ink  for  your  printer  and  photo  quality  paper,  particularly  if  you  desire 
numerous  prints.  A  professional  photographer  may  supply  you  with  a  proof 
sheet  and  charge  you  per  print  ordered.  Try  to  negotiate  for  ownership  of 
the  negatives  or  the  digital  files.  Be  sure  to  credit  the  photographer  when 
using  his/her  work  in  your  publications. 

Office  Supplies  -  Office  supplies  can  range  from  nametags  to  special 
paper  to  printer  cartridges.  Regardless,  repeated  trips  to  Office  Depot  or 
Staples  add  up  quickly  so  be  sure  to  track  event  related  expenses. 

Staff  Mileage/Parking  -  Events  often  require  staff  to  cover  a  great  deal  of 
ground.  You  may  find  that  staff  beyond  the  Development  Department  will 
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be  involved  in  running  errands,  particularly  as  you  get  close  to  the  day  of  the  event. 
Estimate  costs  based  on  your  agency's  approved  mileage  reimbursement  rate.  If 
your  venue  charges  for  parking,  plan  on  reimbursing  staff  and  volunteers. 

Promotional  Materials  -  Preparing  professional  marketing  packages  for  sponsors 
will  help  distinguish  your  event  from  the  hundreds  of  other  appeals  businesses 
receive  on  a  regular  basis.  An  investment  in  quality  presentation  folders,  paper 
and  specially  designed  materials  may  be  in  order. 

Transportation  -  Are  you  flying  in  any  celebrities,  honorees  or  special  guests?  Are 
you  sending  a  limousine  or  car  service?  Try  to  get  flexible  or  refundable  tickets  for 
celebrities  who  may  be  subject  to  frequent  and  last  minute  schedule  changes.  Be 
sure  to  find  out  if  a  celebrity  will  expect  to  fly  in  business  or  first  class 

Hotel  Accommodations  -  Sometimes  even  special  guests  that  don't  live  that  far 
away  may  require  accommodations  the  night  of  the  event  or  a  room  to  relax  in 
during  the  day. 

Awards  -  While  your  honorees  may  not  expect  Baccarat  crystal  engraved  awards, 
they  certainly  don't  deserve  a  computer-generated  certificate  in  a  K-Mart  frame. 
Look  for  something  elegant  and  dignified.  Shop  in  local  trophy  and  sign  stores 
or  search  on  line  for  something  tasteful.  If  you  are  establishing  an  annual  event 
you  will  want  to  search  for  an  award  that  will  represent  the  agency  for  a  number 
of  years. 

Event/Site  Insurance  -  Your  insurance  agent  can  determine  suitable  coverage  for 
insurance  for  the  event  and  for  the  venue  if  necessary. 

Miscellaneous  -  Some  miscellaneous  expenditures  will  be  large  enough  to 
warrant  their  own  line  items  in  the  budget.  It  is  better  to  be  generous  in  budgeting 
for  miscellaneous  expenses  and  come  in  under  budget  than  to  be  caught  by 
surprise. 

Budgeting  Revenues 

Elena  has  arrived  at  an  event  budget  of  $68,605.88,  a  significant  expense  for 
any  agency  if  the  event  is  not  successful.  She  must  now  budget  realistic  revenue 
expectations  to  determine  what  will  lead  to  the  success  of  this  event.  Her  potential 
sources  of  revenue  include  the  following: 

Ticket  Sales  -  Pricing  tickets  is  a  subjective  activity  based  on  assumptions  of 
what  the  market  will  bear,  what  the  cost  of  tickets  to  comparable  events  are, 
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and  a  delicate  balancing  of  how  to  maximize  revenues  while  alienating  as 
few  potential  guests  as  possible  with  high  prices.  Holding  informal  focus 
groups  with  Board  members,  event  committee  members  and  volunteers 
can  be  useful,  as  these  will  be  the  main  source  of  ticket  sales.  An  untested 
event  should  not  be  priced  at  the  high  end  of  the  scale  for  comparable 
event  tickets.  An  event  that  develops  a  following  and  sells  out  may  warrant 
the  raising  of  ticket  prices  in  successive  years.  For  the  purposes  of 
presenting  her  budget  to  the  board,  Elena  determines  that  $200  per  ticket 
is  an  average  price  for  a  formal  dinner. 

Corporate  Sponsors/Underwriters  -  To  approach  businesses  for 
sponsorship,  you  must  maximize  the  value  of  your  product.  While  many 
corporations  have  budgets  for  charitable  contributions,  many  also  fund 
these  expenditures  from  their  marketing  budgets.  While  we  will  shortly 
discuss  the  development  of  sponsorship  packages,  you  must  place  a 
reasonable  value  on  what  you  offer  to  a  business  in  terms  of  company 
recognition,  community  awareness  and  even  tickets  to  the  event.  Tier 
your  sponsorships  to  allow  more  generous  contributors  to  receive  a  higher 
recognition  profile.  For  this  first  time  event,  Elena  will  present  in  her 
budget  three  sponsor  levels:  $2,500,  $5,000  and  $10,000. 

Advertising  -  Your  Event  Program  Journal  is  your  agency's  "People" 
magazine.  You  will  enable  your  advertisers  to  reach  a  highly  selective 
demographic  audience.  Elena  elects  to  price  ads  this  first  year  at  $150  for 
a  quarter  page,  $250  for  a  half  page  and  $500  for  a  full  page. 

Auctions  -  Silent  and  Live  Auctions  can  generate  both  excitement  and 
revenues.  Auction  items  are  often  a  preferred  method  of  donation,  as  the 
cost  to  the  donor  is  generally  substantially  less  than  the  value  of  the  item. 

Donations  -  Your  invitation  will  also  function  as  a  direct  mail  piece.  Those 
who  are  solicited  may  not  elect  to  attend  the  event,  but  may  still  provide  a 
donation  with  their  regrets. 

Elena's  budget  of  350  meals  includes  300  individual  tickets  sold  with 
additional  guests  at  her  sponsors'  tables  and  an  estimate  of  those  she 
may  have  to  "comp"  -  provide  complimentary  meals  for  because  they  are 
special  guests  or  key  staff.  This  may  be  offset  by  the  fact  that  some  of 
her  sponsors  may  not  use  all  of  their  seats  and  elect  to  return  some  to  the 
agency. 


[49] 


Optimizing  Resources 


Revenues 

Unit  Cost 

Unit  Description 

No.  of  units 

Total 

Tickets  Sales 

$200.00 

per  ticket 

300 

$60,000.00 

Advertisements 

Quarter  page 

$150.00 

per  ad 

16 

$2,400.00 

Half  page 

c 

5250.00 

per  ad 

12 

$3,000.00 

Full  Page 

c 

£500.00 

per  ad 

8 

$4,000.00 

Subtotal 

$9,400.00 

Sponsorships 

Platinum  Sponsor 

$10,000.00 

per  sponsorship 

1 

$10,000.00 

Gold  Sponsor 

$5,000.00 

per  sponsorship 

2 

$10,000.00 

Silver  Sponsor 

$2,500.00 

per  sponsorship 

2 

$5,000.00 

Subtotal 

$2 5  r  000. 00 

Auctions 

Live 

$2,500.00 

Silent 

$5,000.00 

Subtotal 

$7 \  500.00 

Donations 

$2,000.00 

Total  Revenues 

$103,900.00 

Based  on  her  experience,  Elena  is  comfortable  with  her  projected  revenues  for  a 
first  time  event.  She  then  compares  her  projected  expenses  to  revenues. 


Projected  Revenues 

$103,900.00 

Projected  Expenses 

$68,605.88 

Net  Income 

$35,294.12 

Percent  Expenses  to  Revenues 

66% 

CUTTING  COSTS 

An  event  in  which  the  expenses  represent  66% 
of  the  total  revenues  will  not  be  considered 
successful.  It  also  leaves  no  margin  for  error 
if  expenses  run  higher  and  revenues  run 
lower.  Elena  returns  to  her  Expense  Budget 
to  ascertain  where  expenses  can  be  reduced. 
She  examines  the  following  line  items: 

Dinner  -  By  substituting  a  chicken  entree  for 
beef,  she  can  save  $5  per  guest,  resulting  in  a 
savings  of  $1 ,750 


Hors  d'oeuvres  -  By  eliminating  hot  hors 
d'oeuvres  and  substituting  vegetables  and 
dips  as  crudites,  the  cost  can  be  reduced  by 
$1,400. 

Video  -  As  effective  as  a  well  produced  video 
can  be,  Elena  realizes  that  for  this  first  time 
event  she  will  have  to  forgo  the  expense  saving 
$3,500  in  video  production  costs  and  $1 ,800  in 
equipment  rental  for  a  total  of  $5,300. 

Floral  arrangements  -  In  the  category  of 
"every  little  bit  helps",  Elena  reduces  the 
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number  of  floral  arrangements  by  five, 
realizing  a  savings  of  $225.  She  will  still 
have  a  centerpiece  for  each  table  and 
five  arrangements  for  strategic  placement 
around  the  room. 

Additional  decorations  -  Reducing  the 
decorations  budget  in  half  saves  $1,000, 
but  means  that  limited  dollars  will  have  to 
be  stretched  further  in  this  area. 

Entertainment  -  Entertainment  for  the 
event  will  have  to  be  redeveloped  in  line 
with  a  budget  that  is  reduced  by  $2,500. 

Invitations  -  Elena  calls  a  local  printer 
and  discovers  that  by  substituting  a  less 
expensive  paper  and  reducing  the  number 
of  color  inks  utilized  in  the  process  from 
four  to  two,  she  can  save  25%  on  the 
invitations,  or  $750. 

Program  Book  -  Similarly,  reducing  the 
number  of  Event  Program  Journals  printed 
by  50  will  save  an  additional  $600. 


Graphic  Design  -  Elena  contacts  a 
local  college  to  network  with  students  in 
graphics  designs  programs.  She  will  pay  a 
nominal  fee  of  $1,000  for  the  projects  and 
budget  an  additional  $1,000  for  materials. 

Photographer  -  Elena  will  forgo  a 
professional  photographer  for  the  event, 
relying  on  a  volunteer  to  take  pictures. 
She  still  budgets  for  film  and  development 
costs. 

By  careful  examination  of  the  budget, 
Elena  has  been  able  to  affect  a  total 
savings  of  $15,525.  She  has  reduced 
the  percentage  of  projected  expenses  to 
projected  revenues  from  66%  to  50%. 
While  this  is  still  a  high  proportion,  Elena 
realizes  that  a  first  time  event  necessitates 
a  greater  initial  investment.  If  successful, 
successive  events  will  focus  on  expanding 
revenues  and  decreasing  expenses. 
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Cost  Savings  $15,525 


OCTOBER  GALA 

EXPENSES 

Expenses 

Caterina 

Price  Der  unit 

Unit  Desciotion 

No.  of  units 

Revised  Budaet 

Savings 

Dinner 

$45. on 

Der auest 

350 

$15  750  00 

$1  750  00 

Hors  d'ouerves 

$3.00 

Der auest 

350 

$1  050  00 

$1  400  00 

Wine 

$20.00 

oer  bottle 

70 

$1  400  00 

Hosted  cocktails 

$5.00 

ner  drink 

500 

$2  500  00 

Volunteer  food 

$15.00 

ner  meal 

20 

$300  00 

Subtotal 

$21,000.00 

Gratuitv 

19.00% 

$3,990  00 

Tax 

8.50% 

$1  785  00 

Total  Caterina 

$26,775.00 

Venue  Costs 

Parkina 

$5.00 

ner  car 

250 

$1,250  00 

Video  Screens 

$1,800.00 

Der  screen 

0 

$0  00 

$1  800  00 

Coat  room  attendents 

$100.00 

per  attendant 

2 

$200.00 

Additional  lights 

estimate 

$750.00 

Floral  arrangements 

$45.00 

35 

$1,575  00 

$225  00 

Add'l  decorations 

estimate 

$1  000.00 

$1  000.00 

Entertainment 

$2,500  00 

$2  500  00 

Venue  Costs 

$7,275.00 

Printing 

Invitations 

$0. 75 

per  invitation 

3000 

$2,250.00 

$750.00 

Program  Book 

$12.00 

per  book 

400 

$4,800.00 

$600.00 

Auction  Book 

estimate 

$500.00 

Graphic  Design 

estimate 

$2,000.00 

$1,500.00 

Total  Printina 

I  w  *M  1 — 1 — I  mill  'xr  

$9,550.00 

Mailina 

Invitations 

$0.37 

2000 

$740.00 

SDonsor  Dackaaes 

$1.29 

200 

$258.00 

Save-The-Date  letters 

$0.37 

2000 

$740.00 

AcknowledamenL 

$0.37 

100 

$37.00 

Total  Mailina  Costs 

$1,775.00 

Additional  Costs 

Video  Droduction 

$0.00 

$3,500.00 

PhotoaraDher 

$0.00 

$500  00 

Film  &  DeveloDment 

$250.00 

Office  supplies 

$500.00 

Staff  mileage/parking 

$200.00 

Promotional  materials 

$750.00 

Transportation 

$2,000.00 

Hotel  accommodations 

$1,000.00 

Awards 

$500.00 

Insurance 

$200.00 

Miscellaneous 

$1,500.00 

Total  Additional  Costs 

$6,900.00 

Total  Expenses 

$52,275.00 

$15,525.00 

Total  Revenues 

$103,900.00 

Net  Income 

$51,625.00 

%  Expense  to  Revenues 

50% 
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MUNICIPAL  PERMITS 

Elena  is  aware  that  some  cities  within  the 
County  of  Los  Angeles  require  registration 
of  events  and  financial  accounting  reports 
to  local  government  offices.  Among 
these  are  the  cities  of  Los  Angeles,  West 
Hollywood,  Beverly  Hills,  and  Santa 
Monica.  Since  the  agency's  office  is 
within  the  limits  of  the  City  of  Los  Angeles, 
she  contacts  the  Charitable  Services 
Commission  to  obtain  an  application  to 
hold  the  event.  This  includes  a  projection 
of  expenses  and  revenues.  She  will  also 
need  to  complete  a  form  with  the  actual 
numbers  after  the  event  and  submit  that 
report  to  the  event.  One  of  the  sites  she 
is  looking  at  is  a  hotel  in  Beverly  Hills, 
therefore  she  will  need  to  complete  the 
application  process  for  that  city,  as  well. 

CREDIT  CARD  PROCESSING 

Prior  to  this  event,  CAR  has  not  accepted 
credit  cards  for  donations.  Elena  asks  her 
finance  director  to  set  up  a  meeting  with 
the  agency's  bank  to  remedy  this  situation. 
While  credit  card  fees  amount  to  2-5% 
of  credit  card  charges  processed,  Elena 
realizes  that  this  will  add  a  extra  level 
of  convenience  for  prospective  donors. 
In  addition,  she  will  not  have  to  wait  for 
checks  to  arrive  to  process  reservations, 
credit  card  orders  can  be  taken  by 
telephone  and  processed  immediately. 
CAR's  finance  director  supports  this 
procedure  since  revenues  will  instantly  be 
transferred  to  the  agency's  bank  accounts 
and  it  will  reduce  the  incidence  of  "bad" 
checks. 

SPONSORS 

Corporate  sponsorships  are  an  important 
means  of  increasing  revenue  for  your 


event  and  your  agency.  Corporations 
and  corporate  managers  may  have  a 
variety  of  reasons  for  making  charitable 
contributions.  Many  corporations  establish 
guidelines  under  which  they  distribute 
this  funding,  including  particular  fields  of 
interest  (e.g.,  AIDS  services  or  children)  or 
geographic  preference  (e.g.,  the  location 
of  their  corporate  headquarters,  satellite 
operations,  retail  operations,  or  factories). 
Corporate  managers  with  discretion  over 
funds  may  choose  to  contribute  to  causes 
for  which  they  have  a  personal  affiliation.  In 
addition,  corporate  marketing  departments 
may  elect  to  sponsor  an  event  because 
there  is  a  perceived  marketing  value  in 
reaching  a  particular  audience. 

The  most  logical  place  to  start  the 
solicitation  process  is  in  examining  the 
professional  affiliations  of  board  members 
and  volunteers.  Obviously,  the  closer 
the  relationship  your  agency  has  with 
the  decision  makers  of  a  company,  the 
more  likely  the  agency  is  to  receive  a 
contribution.  What  companies  do  your 
supporters  work  for?  What  professional 
associations  are  they  affiliated  with? 

Developing  sponsors  for  an  event  can  be  a 
lengthy  process.  Solicitation  should  occur 
well  in  advance  of  the  event,  particularly 
since  many  businesses  budget  marketing 
expenses  at  the  beginning  of  the  year. 
Conversely,  the  later  in  the  fiscal  year  a 
business  is  approached  for  sponsorship, 
the  less  available  cash  it  has.  Get  your 
event  on  the  corporate  radar  as  early  as 
possible.  Solicitation  should  start  with  a 
phone  call  to  the  company  to  ascertain 
who  is  in  charge  of  corporate  contributions. 
Describe  your  organization  and  your  event 
and  ask  if  either  falls  within  the  company's 
corporate  giving  guidelines.  Follow-up 
with  information  about  the  organization 
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and  the  event.  Try  to  set  up  a  meeting  with  the 
appropriate  company  management,  preferably 
at  your  organization  so  that  they  can  see 
first  hand  the  type  of  services  your  agency 
performs. 


In  soliciting  corporate  sponsors,  be  sure  that 
you  are  not  violating  any  policies  set  by  the 
Board  of  Directors.  For  example,  has  the 
Board  set  a  policy  that  the  agency  shall  not 
accept  funding  from  tobacco  companies? 
Scratch  Phillip  Morris  off  your  solicitation  list. 


Sponsor  Packages 

The  first  step  in  developing  a  sponsor  package  is  in  recognizing  that  your  agency 
has  value.  Not  only  is  there  value  in  the  services  that  the  agency  provides,  but  also 
in  what  it  can  offer  to  a  potential  sponsor.  The  more  ways  that  the  organization 
can  provide  recognition  opportunities  to  sponsors,  the  more  value  it  has  and  the 
more  it  can,  in  effect,  charge  for  this  recognition.  Advertisements  in  the  Event 
Program  Journal,  listings  in  agency  newsletters  and  annual  reports,  signage  at 
events,  recognition  from  the  podium,  invitation  listings,  and  website  banners  are 
among  the  many  things  of  value  an  agency  has  to  offer. 

You  can  also  quantify  this  value.  How  many  supporters  receive  your  newsletter? 
How  many  hits  does  your  website  get?  How  many  guests  will  receive  the  Event 
Program  Journal?  The  greater  detail  with  which  you  can  define  your  value  to  a 
corporation,  the  closer  you  can  get  to  "sealing  the  deal". 
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Center  for  AIDS  Resources 


October  Gala 


FF 


Celebrating  Hope  and  Courage 


Thursday  Evening,  October  23,  2004,  At  Sunset  La  Brea  Regency  Hotel 


A  Very  Special  Evening... 


Benefiting: 

Date: 
Time: 

Location: 


Center  for  AIDS  Resources  services  for 
Adults  &  Children  Living  with  HIV/AIDS 

Thursday,  October  23,  2004 

6:00  p.m.  -  Reception/Silent  Auction 
7:15  p.m.  -  Dinner 

Sunset  La  Brea  Regency  Hotel 
Galaxy  Ballroom 
Hollywood,  California 


Special  Guest: 
Honorees: 


Congressman  Henry  B.  Jones 

Elizabeth  Watkins,  President 
The  Watkins  Foundation 

Timothy  Thompson,  Volunteer  of  the  Year 


Event  Chair: 

Guests: 
Attire: 


Frank  Smith,  Vice  President 
La  Brea  Bank 

Approximately  350 

Cocktail  Attire 


Reserved 
Seats  at: 


$200 
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Center  for  AIDS  Resources 

"October  Gala" 

Celebrating  Hope  and  Courage 


Thursday  Evening,  October  23,  2004,  At  Sunset  La  Brea  Regency  Hotel 

RESERVED  TABLES 

PLATINUM  $10,000  GOLD  $5,000  SILVER  $2,500 

Please  reserve  Platinum  Table/s  at  $10,000  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Platinum  Level  Page  in  the  commemorative  Event  Program  Journal,  recognition 
as  Platinum  Level  Event  Sponsor  in  all  promotional  materials,  event  signage,  complimentary  half  page  ad  in 
upcoming  newsletter,  banner  on  CAR  website) 

Please  reserve  Gold  Table/s  at  $5,000  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Gold  Level  Page  in  the  commemorative  Event  Program  Journal,  recognition  as 
Gold  Event  Sponsor  in  all  promotional  materials,  event  signage,  complimentary  quarter  page  ad  in  upcoming 
newsletter,  banner  on  CAR  website) 

Please  reserve  Silver  Table/s  at  $2,500  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Silver  Level  Page  in  the  commemorative  Event  Program  Journal,  and  recognition 
as  a  Silver  Level  Sponsor  in  all  promotional  materials) 

Please  reserve  seats  at  $200  each    (amt) 

I  regret  I  am  unable  to  attend.  Enclosed  is  a  gift  of    to  benefit  Center  for  AIDS 

Resources. 

(Please  circle  credit  card) 

Amex  Visa  MasterCard     Card  No. 


Expiration  Date  Signature  

Please  make  checks  payable  to  Center  for  AIDS  Resources 
P.O.  Box  9999,  Los  Angeles,  CA  90000 

Your  donation  is  tax  deductible  to  the  full  extent  of  the  law.  Fed.  I.D.  #95-1234567 
Name  Tel.   


Address  City  State  Zip 

Please  list  guests:  


For  more  information  call  213/555-1111  ext.  33. 
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Center  for  AIDS  Resources 

"October  Gala" 

Celebrating  Hope  and  Courage 


Thursday  Evening,  October  23,  2004,  At  Sunset  La  Brea  Regency  Hotel 

COMMEMORATIVE  PROGRAM  BOOK 

Space  Reservations 


Please  circle  the  gift  level 

Page  Specs 

Full  Page 

$500 

8"  x  10.5"  non-bleed 

Half  Page 

$250 

Vertical  4"  x  10.5"  non-bleed 

Half  Page 

$250 

Horizontal  8"  x  5.25"  non-bleed 

Quarter  Page 

$150 

4"  x  5.25"  non-bleed 

Please  note:  Platinum,  Gold,  and  Silver  Level  pages  are  complimentary  with  Platinum,  Gold,  and  Silver  Tables. 
(Please  circle  credit  card) 

Amex  Visa  MasterCard      Card  No.  

Expiration  Date  Signature  

Please  make  checks  payable  to  Center  for  AIDS  Resources 
P.O.  Box  9999,  Los  Angeles,  CA  90000 

Your  donation  is  tax  deductible  to  the  full  extent  of  the  law.  Fed.  I.D.  #95-1 234567 

Name   Tel.  

Address  City  State  Zip  

Thank  you  for  your  support.  Center  for  AIDS  Resources  will  contact  you  regarding  artwork. 

For  more  information  call  213/555-1111  ext.  33 
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ATTRACTION 

In  determining  the  feasibility  of  a  new  event, 
one  of  the  first  considerations  should  be  in 
determining  the  event's  attraction:  What  is  it 
that  will  make  people  want  to  pay  money  to 
attend  this  event.  The  "Attraction  Factor"  can 
be  a  number  of  variables,  including: 

Location  -  A  famous  venue  rarely  open  to  the 
public,  a  celebrity's  home,  exclusive  use  of  a 
public  facility,  a  historic  site,  or  other  locations 
that  will  excite  the  public's  curiosity 

Performers  -  The  opportunity  to  see  a  musical 
performance  or  staged  production 

Star  Power  -  Hob  nob  with  the  rich  and 
famous 

Activity  -  Win  prizes  with  Casino  night  or 
bingo,  participate  in  a  murder  mystery  evening, 
Halloween  costume  parties 

Awards  Ceremony  -  Honor  deserving 
individuals,  perhaps  even  those  with  "Star 
Power" 

Milestone  Celebration  -  Commemorate  an 
important  event  in  the  agency's  history  (e.g., 
the  agency's  tenth  anniversary) 

Know  your  audience  -  Determine  what  will 
appeal  to  them  and  what  will  bring  them  to  your 
event,  preferably  in  droves. 

HONORARY  COMMITTEES 

An  Honorary  Committee  differs  from  a  working 
committee  in  that  the  individuals  on  the 
Honorary  Committee  generally  participate  in 
the  event  only  by  lending  their  names.  In  some 
cases,  these  individuals  may  attend  the  event 
as  guests  or  prepare  letters  for  reproduction 
in  the  Event  Program  Journal  or  even  video 
statements.  Honorary  Committee  members  are 
generally  comprised  of  celebrities,  politicians, 
community  leaders  or  other  influential 
individuals,  whose  names  lend  credibility  and 


prestige  to  an  agency  and  an  event.  These 
endorsements  may  influence  potential  donors, 
sponsors  or  ticket  purchasers.  You  may  find 
that  a  letter  describing  your  organization  and 
event  along  with  your  agency  brochure  or  other 
promotional  materials  may  persuade  people  to 
lend  their  names  to  the  Honorary  Committee. 
To  protect  your  agency,  get  an  agreement  in 
writing  and  keep  it  on  file.  This  could  be  in  the 
form  of  a  letter  from  the  Honorary  Committee 
member  or  a  form  letter  that  you  produce  for 
signature. 

HONOREES 

Honoring  individuals  or  organizations  with 
awards  at  your  event  serves  a  number  of 
purposes: 

The  award  ceremony  provides  a  forum  to 
recognize  those  who  truly  make  a  contribution 
to  your  cause  or  to  the  community. 

Awards  provide  a  focal  point  for  the  event. 

The  honorees  may  be  a  draw  for  ticket  or  table 
purchasers  who  wish  to  be  on  hand  for  the 
award  presentation. 

Awards  ceremonies  are  a  potential  source 
of  advertising  revenue  from  individuals  or 
companies  that  wish  to  show  their  support  for 
the  honorees  in  the  Event  Program  Journal. 

Honorees  may  be  Board  members  of 
volunteers  who  have  gone  the  extra  mile  for 
the  agency.  You  may  choose  to  present  an 
award  to  an  individual  or  corporate  donor 
who  has  made  a  significant  contribution  to 
either  your  agency  or  the  community  at  large. 
You  may  choose  to  identify  someone  outside 
your  agency  who  is  a  community  leader  or 
a  national  figure.  Obviously,  the  higher  the 
prospective  honoree's  profile,  the  harder  it  will 
be  to  get  them  to  agree  to  accept  the  award 
and  attend  the  event.  Be  prepared  for  last 
minute  schedule  changes  that  will  preclude 
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your  honoree  from  appearing  in  person.  In 
this  case,  a  videotaped  message  from  your 
honoree  may  substitute  for  an  in  person 
appearance.  Does  the  honoree  have  an 
equally  high-profile  associate  or  friend 
who  will  step  in  to  accept  the  awards  on 
his  or  her  behalf? 

Once  you  have  selected  your  honorees  and 
they  have  agreed  to  accept  the  awards,  you 
can  begin  the  process  of  preparing  a  fitting 
tribute  to  them.  Is  there  someone  closely 
connected  with  the  honoree  that  will  work 
with  you  on  behalf  of  the  agency?  Can  you 
get  a  mailing  list  from  the  honoree  or  an 
associate  so  that  you  can  send  invitations 
or  letters  inviting  them  to  purchase  tables 
or  advertisements?  Clearly  there  is  a  fine 
line  between  preparing  a  fitting  tribute  and 
exploiting.  Tread  carefully. 

If  you  cannot  get  a  mailing  list  directly, 
it's  time  for  a  little  brainstorming  session. 
For  example,  if  you  are  honoring  a 
philanthropist,  you  may  wish  to  send 
letters  to  those  to  whom  he  or  she  has 
provided  support.  What  businesses  is  this 
person  affiliated  with?  What  individuals  or 
companies  will  want  to  publicly  recognize 
this  person's  accomplishments? 

Honorees  also  require  presenters  to  give 
them  the  awards.  Again,  your  high  profile 
honoree  may  have  high  profile  friends 
willing  to  appear  for  the  presentation  and 
enhance  your  event.  Selecting  a  Presenter 
is  also  a  way  of  bestowing  prestige  on  a 
valued  board  member  or  donor.  You  may 
elect  to  have  one  of  the  organization's 
clients  present  an  award  to  truly  tie  the 
award  into  your  agency's  mission. 

PERFORMERS 

What  organization  doesn't  dream  of  a 
star  performer  as  the  main  attraction  of 


the  event?  Certainly  a  performance  by 
Celine  Dion,  Elton  John  or  Jennifer  Lopez 
provides  the  rare  catalyst  that  enables  you 
to  sell  out  a  huge  number  of  tickets  at  high 
prices  while  the  media  actually  hounds 
you  to  cover  your  event.  And  they've 
volunteered  their  services  so  it  won't  cost 
you  anything! 

Anything?  Think  again.  Even  if  your 
performer  is  not  of  the  highest  echelons 
of  today's  superstars  there  will  almost 
certainly  be  hidden  costs.  The  Broadway 
singer  who  is  volunteering  her  service  has 
her  limits.  These  are  generally  spelled  out 
in  a  "Contract  Rider".  If  your  performer 
is  not  locally  based,  you'll  have  to  fly  her 
in  from  somewhere.  Will  she  fly  coach 
or  does  she  require  a  first  class  airfare? 
Is  she  flying  in  alone  or  with  her  agent/ 
manager/significant  other/dog  sitter? 
Where  will  she  stay?  Is  a  room  at  Motel  6 
sufficient  or  is  a  suite  at  the  Beverly  Hills 
Hotel  required?  Will  she  need  a  limousine 
to  transport  her  from  her  hotel  to  the  event 
and  back? 

While  your  star  performer  may  appear 
for  free,  how  many  musicians  and  back 
up  singers  will  she  require?  Will  they 
appear  for  free  or  do  they  need  to  be 
paid?  From  where  will  they  fly?  Where 
will  they  stay?  What  about  hair  and  make 
up?  Will  they  need  special  sound  and  light 
equipment?  Are  there  any  special  dietary 
requirements? 

Lastly,  the  very  fact  that  your  star  is 
volunteering  her  services  means  that 
your  event  will  almost  certainly  take  a 
backseat  to  any  paid  gig  that  comes  her 
way.  Stars  have  to  eat  too,  you  know. 
Make  sure  your  event  materials  clearly 
state  that  your  star  will  appear  "pending 
scheduling  availability".  A  lot  of  angry 
guests  demanding  their  money  back  can 
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really  impact  your  event's  bottom  line  as  well 
as  your  agency's  reputation.  In  some  cases  it 
may  be  to  your  agency's  benefit  to  secure  your 
star's  participation  by  negotiating  a  reduced 
fee.  Regardless,  make  sure  all  aspects  of  the 
performer's  requirements  are  in  a  contract  that 
will  also  spell  out  what  will  preclude  the  star 
from  performing. 

IN-KIND  SPONSORS 

The  financial  objective  of  events  is  to  raise 
unrestricted  cash  to  support  the  needs  of  your 
organization.  This  is  achieved  through  the 
net  income  from  the  event,  simply  the  excess 
of  revenues  over  expenses.  Reducing  event 
expenses  will  contribute  to  this  goal.  Earlier, 
we  examined  how  to  review  the  budget  for 
ways  of  reducing  expenses.  Another  method 


is  to  secure  "in-kind"  donations,  donations 
of  services  or  products  that  will  reduce  your 
expenses  or  enhance  your  event. 

Often  these  services  and  products  are  valued 
at  thousands  of  dollars.  Treat  In-kind  sponsors 
as  you  would  cash  sponsors.  Determine 
the  value  of  the  donation  and  provide  the 
donor  with  the  equivalent  cash  sponsorship 
opportunities. 

Examine  every  line  item  in  your  budget. 
Smaller  in-kind  donations  can  be  exchanged 
for  advertisements  in  your  Event  Program 
Journal.  Talk  to  your  board  members 
and  volunteers  to  see  if  any  of  them  are 
affiliated  with  companies  that  will  absorb  your 
photocopying  needs  or  mail  your  invitations 
through  their  in-house  mailrooms. 


SOLICITING  IN-KIND  DONATIONS 


Examine  the  components  of  your  event  and  determine  what  resources  can 
be  solicited  to  provide  "in-kind"  donations. 


Will  a  caterer  donate  the  food? 

Will  a  liquor  distributor  or  beverage 
company  donate  alcohol? 

Will  a  rental  company  donate 
tables,  chairs,  table  settings, 
linens,  or  decorations? 

Can  a  graphic  designer  donate  his 
or  her  services  or  a  printer  print 
your  job  for  free? 


Try  to  negotiate  with  hotels  both  for 
rooms  that  you  will  need  for  guests 
and  performers  at  your  event  and 
for  auction. 

Solicit  airlines  both  for 
transportation  for  guests  and  for 
auction  items. 
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THE  WORLD  WIDE  WEB  OF  EVENTS 

As  organizations  become  more 
sophisticated  in  their  use  of  Internet- 
based  applications,  a  number  of  event 
enhancements  become  available. 

Website  Advertisements  -  At  the  most 
basic  level,  your  event  can  be  advertised 
on  your  own  website.  An  e-mail  contact  for 
more  information  can  be  set  up. 

Utilize  your  website  to  expand  your 
corporate  recognition  opportunities 

Corporate  logos  and  hyperlinks  can  be 
displayed  on  your  website  as  an  additional 
component  for  corporate  recognition. 
Talk  to  your  corporate  sponsors  about 
advertising  your  event  on  their  websites 
and  including  links  to  your  website. 


On-line  Reservations  -  With  additional 
software  development,  a  database  can  be 
established  to  accept  reservations  for  the 
event.  Donors  can  be  instructed  to  send 
in  payments  by  check  or  the  office  can  call 
for  credit  card  information  if  your  site  lacks 
proper  encryption  technology. 

On-line  sales  -  Talk  to  your  bank  about 
accepting  credit  card  transactions  on  line. 

EVENT  INSURANCE 

To  ensure  that  the  agency  has  appropriate 
liability  coverage,  discuss  the  event  with 
your  insurance  agent.  Usually  a  simple 
and  inexpensive  rider  to  your  policy  can 
provide  comprehensive  liability  coverage 
for  the  event. 


RESERVATIONS 


Table 
# 

Sponsor 

Last  Name 

First 
Name 

Payment 
Received 

Invoice 
Amount 

Phone  # 

2 

La  Brea  Bank 

Roosevelt 

Franklin 

$200.00 

213/933-0202 

2 

La  Brea  Bank 

Roosevelt 

Eleanor 

$200.00 

213/933-0202 

12 

Washington 

George 

$200.00 

323/453-0987 

5 

Lincoln 

Abraham 

$200.00 

310/344-7890 

7 

Madison 

James 

$200.00 

323/512-5748 

7 

Madison 

Dolly 

$200.00 

323/512-5748 

4 

Hollywood  Lighting 

Adams 

John 

$200.00 

818/432-2727 

Total 

$800.00 

$600.00 

Guests  Lists  and  Seating  -  Elena  realizes 
that  proper  tracking  of  reservations 
helps  to  organize  guest  lists,  seating  and 
finances.  She  examines  the  agency's 
existing  donor  software  program  to  see  if 
it  has  an  appropriate  event  module  that 
she  can  use  for  the  event.  While  the  donor 
software  does  have  an  event  module, 
Elena  quickly  determines  that  it  is  not 
flexible  enough  to  meet  the  needs  the  she 
will  encounter  for  the  event.  She  elects 
to  create  a  simple  database  in  Microsoft 
Excel  or  Access  to  track  reservations  and 


sort  as  needed  by  guests'  names,  table 
number,  sponsor,  payment  record  or  other 
function.  The  flexibility  of  these  software 
programs  will  enable  her  to  add  additional 
data  for  guests  as  needed. 

She  designs  the  preliminary  database  to 
contain  basic  information,  but  realizes 
she  will  probably  need  to  add  additional 
columns  such  as  guests'  mailing  address 
in  case  she  needs  to  merge  the  list  with  a 
letter  or  an  invoice  for  those  guests  who 
have  not  yet  paid.  Thank  you  letters  for 
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ticket  purchasers  and  sponsors  will  be  sent 
when  the  donation  is  entered  into  the  agency's 
donor  software  database. 

While  Elena  has  conducted  a  number  of  site 
visits  to  the  Sunset  La  Brea  Regency  Hotel, 
the  site  of  the  event,  this  will  be  the  first  time 
she  will  hold  an  event  at  this  venue.  She 
meets  with  the  hotel's  catering  representative 
to  obtain  a  seating  chart  of  the  banquet  room 
and  to  get  advice  from  the  representative  to 
rank  the  seating  options  in  the  room.  She 
wants  to  make  sure  that  her  top  donors  and 
important  guests  are  given  premium  seating. 
She  can  seat  the  remainder  of  her  guests  by 
the  value  of  their  contribution  and  their  history 
with  the  agency.  She  will  work  closely  with  her 
Executive  Director,  Event  Chair,  Board  Chair 
and  any  other  individual  who  may  be  acquainted 
with  the  various  guests  to  finalize  the  seating. 
If  a  new  guest  is  identified  as  having  potential 
for  becoming  a  regular  or  major  donor,  it  will 
be  wise  to  treat  them  accordingly  with  the  best 
available  seats.  Whenever  possible  she  will 
seat  official  agency  representatives  including 
Board  members  and  senior  management  staff 
at  tables  with  guests  identified  as  prospects  to 
further  acquaint  them  with  the  agency's  work. 

Guest  Check-In  -  Elena  has  utilized  two 
different  methods  of  checking  in  guests  in 
her  previous  work.  One  method  is  to  set 
up  a  long  reservations  table  broken  into 
alphabetic  sections  for  the  guests'  last  name. 
Volunteers  have  corresponding  sections  of  the 
guest  list,  such  as  A  through  H,  I  through  P, 
and  Q  through  Z.  Guests  are  directed  to  the 
appropriate  line,  have  their  names  checked  off 
and  are  given  table  seating  assignment  cards. 
A  nearby  station  is  set  up  for  trouble-shooting 
in  the  event  of  a  data-entry  error.  A  volunteer 
will  have  master  lists  sorted  by  last  name,  first 
name,  and  sponsors  to  track  down  the  guests' 
proper  seating  assignment. 

The  other  method  Elena  has  utilized  is  to  have 


a  substantial  number  of  volunteers  armed  with 
clipboards  containing  the  complete  seating  list 
sorted  by  last  name.  They  greet  guests  upon 
entry  and  write  their  seating  assignments  on 
a  card  for  them.  Again,  a  trouble-shooter 
is  standing  by  with  different  versions  of  the 
master  lists. 

Due  to  the  relatively  small  number  of 
guests,  estimated  at  350,  and  a  shortage  of 
volunteers,  Elena  opts  for  the  reservations 
table  approach. 

Anticipating  that  some  guests  may  be  paying 
for  their  tickets  at  the  event,  Elena  has  set 
up  a  separate  cashier's  table.  She  has 
prearranged  with  the  hotel  for  a  phone  line 
to  connect  her  agency's  electronic  credit  card 
processor  on-line  for  immediate  approval. 
She  also  has  mechanical  card  processors  to 
take  card  imprints  in  the  event  of  electronics 
communications  difficulties  or  to  speed  up 
transactions  if  the  table  is  inundated  with 
guests.  In  the  event  that  any  tickets,  tables, 
advertisements  or  sponsorships  are  not  paid 
for  at  the  time  of  the  event,  she  will  prepare 
and  mail  out  invoices  for  the  amount  due 
immediately  following  the  event. 

Her  agency's  finance  director  supervises 
the  cashier's  table  to  ensure  the  integrity  of 
the  process.  A  cash  box  with  change  is  also 
available.  After  guest  check  in,  this  table 
will  be  used  to  process  auction  sales.  At 
the  conclusion  of  the  event,  all  proceeds  will 
be  counted  twice  in  front  of  witnesses.  The 
counters  and  witnesses  will  sign  envelopes 
containing  the  revenues  when  they  are  sealed. 
If  possible,  the  finance  director  will  arrange  for 
a  night  drop  of  the  deposit  following  the  event. 
Otherwise,  he  will  return  to  the  office  to  lock  up 
the  proceeds  until  a  deposit  can  be  made. 

EVENT  TIMELINE 

An  important  component  of  developing  the 
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event  is  in  constructing  and  adhering  to 
an  Event  Timeline.  Elena  has  begun  her 
plans  for  the  October  Gala  in  January, 
which  gives  the  agency  nine  months  to 
implement  all  components  of  the  event. 
She  knows  that  the  time  will  pass  quickly 
and  that  competing  deadlines  for  other 
projects  will  take  time  away  from  the  event. 
She  maps  out  a  timetable  to  ensure  that 
all  activities  will  be  conducted  in  a  timely 
fashion.  She  will  later  put  this  preliminary 
timetable  into  a  spreadsheet  format  which 
will  enable  her  to  track  progress  on  each 
item,  add  additional  items  and  note  need 
for  additional  follow  up. 

Month  Of  January  Develop  event  concept 
and  budget  and  present  to  Board  of 
Directors  for  approval;  upon  approval, 
develop  event  timeline;  identify 
prospective  committee  members;  prepare 
preliminary  event  promotional  materials, 
including  event  and  agency  fact  sheets. 

Month  Of  February  Hold  first  committee 
meeting;  identify  subcommittees  for 
Auction,  Advertising,  Table  and  Ticket 
sales,  Entertainment,  Public  Relations 
and  Volunteers;  develop  sponsors  letters 
and  packages;  develop  auction  letters; 
identify  potential  venues,  conduct  sites 
visits  and  obtain  bids. 

Month  Of  March  Hold  monthly  committee 
meeting;  finalize  selection  of  venue; 
begin  development  of  database  for 
sponsor  solicitation;  begin  development  of 
database  for  auction  solicitation. 

Month  Of  April  Hold  monthly  committee 
meeting;  mail  sponsor  packages;  mail 
auction  solicitation  letters. 

Month  Of  May  Hold  monthly  committee 
meeting;  begin  follow  up  phone  calls 


for  sponsor  solicitation;  begin  follow 
up  phone  calls  for  auction  solicitation; 
develop  preliminary  concepts  for  "Save- 
the-Date"  cards,  invitations  and  Event 
Program  Journal;  solicit  three  bids  from 
graphics  designers  and  select  designer; 
work  with  designer  to  solicit  bids  for 
printed  materials  from  printers  and  select 
printer. 

Month  Of  June  Hold  monthly  committee 
meeting;  design,  print  and  mail  "Save-the- 
Date"  card;  meet  with  graphic  designer 
to  discuss  potential  invitation  and  Event 
Program  Journal  designs;  develop 
timetable  for  completion  of  invitation  and 
Event  Program  Journal. 

Month  Of  July  Hold  monthly  committee 
meeting;  begin  development  of  auction 
catalogue;  finalize  entertainment. 

Week  of: 

August  2:  Finalize  menu. 

August  9:  Finalize  invitation  design. 

August  16:  Hold  monthly  committee 
meeting. 

August  23:  Deliver  final  invitation  artwork 
to  printer. 

August  30:  Generate  mailing  list  labels. 

September  6:  Printed  invitation 
components  delivered  to  agency;  assemble 
and  mail  invitations. 

September  13:  Hold  monthly  committee 
meeting;  deliver  final  Event  Program 
Journal  copy  and  artwork  to  graphic 
designer. 

September  27:  Deliver  Event  Program 
Journal  final  artwork  and  auction  book  final 
artwork  to  printer. 

October  4:  Event  volunteer  training  and 
orientation. 
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October  11:  Hold  final  committee  meeting; 
review  Event  Program  Journal  for  errors  and 
omissions. 

October  18:  Deliver  auction  book,  deliver 
program  book,  pre-  or  on-site  training  of 
volunteers,  devise  final  seating  lists. 

October  25:  Event  follow  up,  including  Thank 
you  letters  to  all  donors,  committee  members 
and  volunteers;  Personal  acknowledgement 
calls  to  major  donors  from  the  Executive 
Director  and  Board  Chair;  invoice  outstanding 
accounts;  send  out  post-event  press  release; 
Prepare  final  financial  reports;  Debrief  with 
staff,  key  volunteers,  and  committee  members 
to  report  on  events  successes  and  areas  of 
improvement  for  successive  years. 

MAILING  LISTS 

Printing  your  invitation  is  only  part  of  the 
battle.  You  also  need  someone  to  send  it  to. 
Evaluate  your  mailing  list.  How  many  of  the 
names  on  the  list  represent  active  donors, 
those  who  have  made  a  contribution  to  your 
agency  in  the  last  two  years?  Anticipate  that 
you  will  have  to  mail  out  a  minimum  of  ten 
invitations  for  every  ticket  that  you  sell.  If  the 
percentage  of  active  donors  in  your  mailing  list 
is  insufficient,  you  may  consider  purchasing  or 
renting  mailing  lists.  However,  be  prepared 
for  a  low  rate  of  return  among  individuals  who 
are  unfamiliar  with  your  organization.  Your 
highest  success  rate  for  tickets  sales  will  be 
from  your  committee  members  selling  directly 
to  their  associates. 

Events  are  an  excellent  way  of  expanding  your 
mailing  list.  Try  to  capture  names  and  addresses 
of  guests  who  are  new  to  your  organization.  If 
possible,  leave  space  on  your  invitation  for 
the  ticket  purchaser  to  write  in  the  name  and 
address  of  the  guests  that  they  are  bringing.  In 
addition,  do  your  best  to  capture  the  addresses 
of  the  winning  bidders  at  your  auction. 


PUBLIC  RELATIONS  AND  ADVERTISING 

While  the  areas  of  Public  Relations  and 
Advertising  will  be  discussed  more  fully 
in  another  chapter,  events  offer  a  unique 
opportunity  to  capitalize  in  each  of  these 
areas. 

Public  Relations  can  be  a  relatively  low  cost 
method  of  promoting  and  obtaining  media 
coverage,  outreach  and  exposure  for  your 
agency's  work.  An  event  is  often  an  ideal 
public  relations  vehicle  because  it  provides 
something  newsworthy  for  the  media. 
Assuming  your  organization  does  not  have 
the  available  funds  to  retain  the  services  of  a 
public  relations  firm,  there  are  things  you  can 
do  in-house  to  conduct  small  public  relations 
campaign. 

Develop  a  media  list  comprising  current 
contacts  for  your  local  newspapers, 
magazines,  television  stations  and  radio 
stations.  You  may  also  wish  to  investigate 
a  variety  of  Internet  websites  that  may  be  of 
value  to  your  organization. 

Develop  a  series  of  press  releases 
concerning  your  event.  Topics  may  include 
the  establishment  of  the  event,  appointment 
of  the  Event  Chair,  procurement  of  celebrity 
participation  and  a  "wrap  up"  release  describing 
the  results.  Pace  the  press  releases  so  that 
you  do  not  dilute  the  newsworthiness  of  your 
event. 

After  you  send  the  press  releases,  call  the 
contacts  from  each  media  organization  on 
your  list.  Mentally  prepare  yourself  for  a  lot  of 
rejection  and  unreturned  phone  calls.  Public 
relations  is  about  developing  relationships 
with  members  of  the  press.  The  more  familiar 
the  media  representatives  become  with  you 
and  your  organization  the  more  likely  you  will 
be  to  obtain  coverage.  Retain  press  clippings 
and,  if  possible,  tapes  of  television  or  radio 
coverage. 
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Public  Service  Announcements  (PSAs)  - 

The  Federal  Communications  Commission 
(FCC)  requires  that  media  outlets  provide 
a  certain  amount  of  airtime  on  a  daily  basis 
for  Public  Service  Announcements.  The 
nature  of  these  announcements  varies, 
but  includes  announcements  produced 
by  nonprofit  organizations  so  long  as 
they  are  not  commercial  in  nature.  Most 
PSAs  are  15,  30  or  60  seconds.  Producing 
versions  in  differing  lengths  can  increase 
your  chances  of  having  them  aired.  While 
a  PSA  can  promote  an  event,  there  may 
be  restrictions  on  promoting  for  profit 
companies  within  the  announcement. 
This  may  preclude  you  from  mentioning 
corporate  sponsors  in  the  PSA.  Contact  the 
Public  or  Community  Affairs  departments 
of  your  local  television  stations  for  details, 
including  the  proper  format  to  provide. 

Advertising  -  Advertising  in  one  of  the 
country's  largest  and  most  expensive 
media  outlets  can  be  prohibitive  for  a 
nonprofit  organization.  It  certainly  may 
be  useful  to  advertise  in  select  specialty 
publications  that  cater  to  your  target 
audience,  however  these  costs  quickly  add 
up  to  a  significant  expense.  Advertising  is 
most  effective  through  repetition,  if  you 
can  only  afford  to  advertise  your  event 
on  a  very  limited  basis,  it  may  be  better  to 
save  your  money.  However,  if  you  feel  that 
reaching  a  certain  publication's  audience 
is  essential  to  the  success  of  the  event,  be 
prepared  to  allocate  a  realistic  amount  to 
your  advertising  line  item.  Talk  to  a  your 
advertising  sales  representative  about 
appropriate  size,  frequency  and  nonprofit 
rates. 

Media  Sponsorships  -  To  maximize  your 
advertising  opportunities  contact  desired 
publications  about  media  sponsorships. 
Solicit  the  media  as  you  would  other 


corporate  sponsors,  exchanging  the  value 
of  your  sponsorship  opportunity  for  the 
equivalent  value  of  advertising  space. 

EVENTS  AND  AGENCY  STAFF 

A  small  nonprofit  organization  must 
often  rely  on  assistance  from  a  variety 
of  agency  staff  outside  the  Resource 
Development  department,  assuming  that 
such  a  department  even  exists  within 
the  agency.  In  some  cases,  agency  staff 
may  actually  be  assigned  to  work  on  the 
event  as  part  of  their  job  duties.  In  other 
cases,  staff  may  volunteer  to  assist  with 
the  event  preparations.  In  either  case, 
the  organization  should  have  a  very 
clear  cut  policy  regarding  required  duties 
pertaining  to  the  event  versus  volunteer 
activities,  particularly  in  the  case  of  non- 
exempt  personnel  who  must  legally  be 
paid  overtime.  Every  staff  person  involved 
with  the  event  should  have  a  defined 
role  and  defined  hours  of  participation 
that  do  not  interfere  with  their  normal  job 
duties.  For  all  event  related  activities, 
staff  should  report  to  one  designated 
supervisor.  Finally,  make  sure  that  all  staff 
are  recognized  and  appreciated  for  their 
participation  and  support  of  both  the  event 
and  the  agency. 

POST  EVENT  DEBRIEFING 

Shortly  after  the  event,  the  time  has  come 
to  detail  "Lessons  Learned".  Convene  key 
people  involved  in  various  aspects  of  the 
event,  including  Development  staff,  the 
Executive  Director,  key  Board  members, 
members  of  the  Event  Committee  and 
any  other  key  volunteers.  Carefully 
deconstruct  the  entire  event  process  and 
develop  a  report  on  the  event's  strengths 
and  areas  for  improvement.  Keep  the 
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tone  of  the  meeting  in  a  positive  context:  It's 
not  what  went  wrong;  it's  what  can  be  done  to 
improve  the  process. 

EVENT  CONSULTANTS 

For  agencies  with  limited  staffing  or  limited 
event  experience,  consideration  may  be  given 
to  hiring  an  outside  consultant  or  events  firm  to 
manage  the  event.  A  qualified  consultant  can 
bring  considerable  organizational  experience, 
professionalism  and  resources  to  your  event. 
For  example,  many  event  consultants  have 
extensive  and  up-to-date  mailing  lists  that 
they  will  provide  as  part  of  their  service.  Event 


consultants  may  be  able  to  provide  access 
to  prospective  donors.  Choosing  the  right 
consultant  for  your  organization  is  crucial. 

These  consultants  are  termed  "commercial 
fundraisers".  According  to  the  State  of 
California  Attorney  General's  Summary 
of  Results  of  Charitable  Solicitation  By 
Commercial  Fundraisers  issued  in  March 
2001,  a  "commercial  fundraiser"  refers 
generally  to  a  person  or  corporation  that 
is  a  for-profit  business  who  contracts  with 
charities,  for  compensation,  to  raise  money  on 
their  behalf." 


FINAL  FINANCIAL  REPORT  TOPICS 


The  final  financial  report  should  be  presented,  including  original  budget  numbers 
and  actual  costs.  The  report  should  include  a  line  item  report  indicating  budget 
variances,  which  detail  those  line  items  that  were  over  budget  and  those  that  were 
under  budget.  Discussion  topics  should  include  the  following: 


Was  the  actual  event  net  income 
on  target  with  the  budgeted  net 
income? 

Did  the  agency  successfully  reach 
its  targeted  audience  in  event 
outreach? 

How  can  outreach  be  improved  in 
the  future? 

What  targeted  areas  did  not  meet 
expectations  (e.g.,  insufficient 
auction  items  or  lack  of 
advertisements  or  sponsors)? 

What  aspects  of  the  event  were 
successful  and  should  be  retained 
(e.g.,  awards  ceremony)? 

What  aspects  of  the  event  were 
unsuccessful  and  should  be 
eliminated  (e.g.,  entertainment)? 


What  can  be  done  to  improve  on 
this  response  in  the  future? 

Can  expenses  be  reduced  or  better 
allocated  in  the  future? 

How  can  revenues  be  enhanced  in 
the  future? 

Did  the  target  audience  enjoy 
the  event  enough  to  return  to 
future  events  (this  is  a  subjective 
evaluation  based  on  such  factors 
as  the  percentage  of  guests  staying 
to  the  end  of  the  event  and  direct 
feedback  from  guests  to  committee 
and  staff  members — it  would  be 
difficult  to  poll  all  guests  for  a 
consensus) 

Are  the  fundamentals  of  the  event 
strong  enough  to  warrant  holding 
the  event  in  the  future? 


[66] 


Events  Ml 


The  report  cites  that  on  average,  "less 
than  one-half  of  the  dollars  collected  by 
commercial  fundraisers  in  California  have 
actually  gone  to  charities."  The  report 
states  that  in  1 999,  commercial  fundraisers 
collected  a  total  of  more  than  $193.3 
million  in  their  solicitations  on  behalf  of 
charitable  organizations.  However,  only 
$93.1  million,  or  48.2%,  was  actually 
received  by  the  nonprofit  organizations. 
The  majority  of  collected  revenues  went 
to  solicitation  expenses  and  fundraiser 
profits.  These  commercial  fundraisers 
included  events,  telemarketing,  direct  mail 
and  other  solicitation  mechanisms. 

Of  the  466  reported  solicitations  in  the 
State,  only  41%  (192)  yielded  greater  than 
50%  of  the  revenues  for  the  charitable 
organization.  Eleven  percent  (52)  yielded 
between  31  and  50%;  nine  percent  (44) 
yielded  between  21  and  30%;  ten  percent 
(48)  yielded  between  16  and  20%.  Fully 
28%  (130)  yielded  less  than  15%  of 
the  collected  revenue  for  the  nonprofit 
organization.  In  fact,  5%  (25)  of  these 
solicitations  had  a  negative  yield,  meaning 
the  nonprofit  organization  paid  additional 


costs  beyond  the  total  revenues  collected. 

The  full  report  is  available  on  the  State 
of  California  Attorney  General's  website 
at  http://caag.state.ca.us/charities/.  The 
report  lists  the  name  of  the  commercial 
fundraiser,  the  charity  or  the  charitable 
purpose  on  whose  behalf  the  solicitation 
was  made,  the  total  revenues  and  the 
percent  that  the  charity  received.  Perhaps 
the  most  startling  reported  result  is  one 
solicitation  that  collected  $1,977,270.00 
in  revenues.  The  charitable  organization 
involved  not  only  did  not  collect  any  of 
those  revenues,  but  it  had  to  pay  out  an 
additional  $228,907! 

Obviously,  this  is  an  extreme  result,  but 
it  illustrates  the  importance  of  being 
exceedingly  careful  in  contracting  with 
commercial  fundraisers. 

The  Attorney  General's  website  has 
a  sample  contract  for  entering  into 
agreements  with  commercial  fundraisers. 
This  can  be  downloaded  at  http: 
//caag. state. ca. us/charities.  Many  of  the 
components  of  this  contract  are  designed 
to  maximize  protection  for  the  nonprofit 


GUIDELINES  FOR  HIRING  EVENT  CONSULTANTS 


Be  wary  of  promised  results  that 
seem  too  good  to  be  true 

Carefully  interview  the 
prospective  consultant 
regarding  costs,  services  and 
expectations 

Check  references 

Check  the  Attorney  General's 
website  for  previous 


solicitations  conducted  by  the 
consultant 

GET  EVERYTHING  IN  WRITING 

Make  sure  that  any  costs 
incurred  by  the  commercial 
fundraiser  in  excess  of  those  for 
which  you  have  contracted  are 
pre-approved  by  an  appointed 
representative  from  your 
organization 
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organization,  including: 

Cancellation  clauses  -  the  nonprofit  agency 
may  terminate  the  agreement  if  the  commercial 
fundraiser  materially  misrepresents  the 
agency  in  its  activities;  commits  a  felony  or 
misdemeanor  in  connection  with  fundraising 
activities;  conducts  its  fundraising  activities  in 
a  way  that  disparages  the  agency;  or  discloses 
confidential  information. 

Regulatory  Requirements  -  the  contract 
requires  that  all  applicable  local  and  state 
governmental  permits  and  licenses  be 
obtained  prior  to  commencing  fundraising 
activities. 

Proper  Representation  -  the  agents  of  the 
commercial  fundraiser  must  state  that  they 
represent  the  commercial  fundraiser  on  behalf 
of  the  nonprofit  agency,  and  are  not  employees 
of  the  agency. 

Outlining  Responsibilities  -  activities 
described  in  the  contract  shall  be  undertaken 
by  the  commercial  fundraiser,  not  the  nonprofit 
agency. 

Solicitation  Material  Review  -  all  materials 
prepared  by  the  commercial  fundraiser  must 
be  reviewed  and  approved  by  the  nonprofit 
agency. 

Directing  Solicitation  Efforts  -  the  nonprofit 
agency  can  direct,  instruct  and  limit  the 
commercial  fundraiser's  solicitation  efforts  in 
order  to  protect  its  reputation. 

Maintenance  of  Records  -  records  of  all  the 
commercial  fundraiser's  solicitations  shall  be 
kept  on  file  for  a  minimum  of  one  year  and 
the  nonprofit  agency  has  access  to  these 
records. 

Ownership  of  Records  -  the  nonprofit 
organization  is  entitled  to  regular  reports  of 
solicitation  results  and  is  the  owner  of  these 
records;  the  commercial  fundraiser  may  not 
sell  these  records. 


Control  of  Funds  -  any  funds  collected  by 
the  commercial  fundraiser  on  behalf  of  the 
nonprofit  shall  be  deposited  in  a  federally 
insured  financial  institution  within  five  days  of 
receipt.  The  nonprofit  agency  shall  maintain, 
administer  and  have  sole  control  over  the 
account. 

Review  of  Operating  Budget  -  the  commercial 
fundraiser  shall  prepare  and  submit  a 
campaign  operating  budget  for  approval  and 
inspection  by  the  nonprofit. 

Fee  Schedule  -  all  fees  and  payment 
schedules  are  clearly  spelled  out  in  the 
contract. 

Confidentiality  -  the  commercial  fundraiser 
shall  maintain  confidentiality  of  all  records, 
donor  lists,  financial  information,  and  any 
additional  information  regarding  the  nonprofit 
agency  that  it  has  gathered  in  the  course 
of  its  work.  Failure  to  comply  may  result  in 
termination  of  the  contract  by  the  nonprofit 
agency. 

Maintaining  the  Right  to  Legal  Resolution  - 

if  the  commercial  fundraiser  commits  a  breach 
of  this  agreement,  the  nonprofit  agency 
maintains  the  right  to  redress  these  actions 
through  a  Court  of  Law. 

In  all  cases,  it  is  important  that  all  expectations 
of  both  parties  are  clearly  outlined  in 
writing  prior  to  the  commencement  of  the 
arrangement.  Review  all  contracts  carefully 
before  signing,  preferably  with  the  guidance  of 
legal  counsel. 

ACKNOWLEDGMENTS  - 

"I'D  LIKE  TO  THANK  EVERYONE 

WHO  MADE  THIS  POSSIBLE..." 

Proper  acknowledgment  of  supporters  is 
key  to  building  and  sustaining  relationships. 
Regardless  of  a  supporter's  motivation  for 
making   a   contribution   of  money,  product 
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or  time,  lack  of  proper  appreciation  will 
certainly  inhibit  future  contributions.  In 
the  case  of  financial  or  product  donation, 
the  "Thank  You"  letter  serves  not  only  as 
a  gesture  of  appreciation,  but  also  as  an 
official  receipt  for  tax  purposes. 

If  your  agency  utilizes  fundraising  donor 
software  such  as  Donor  Perfect  or  Raiser's 
Edge,  you  may  already  know  how  to  set 
up  a  function  whereby  entering  records 
of  donations  will  automatically  trigger  a 
merge  with  a  "thank  you"  letter.  You  can 
set  up  a  variety  of  letters  and  code  the 
donation  record  to  merge  with  a  specific 
letter.  Even  without  donor  software,  basic 
databases  and  word  processing  software 
will  enable  you  to  set  up  merge  functions. 
Set  up  thank  you  letters  for  the  following 
categories: 

In  addition  to  a  thank  you  letter,  set  up  an 
internal  threshold  for  making  a  personal 
phone  call  to  the  donor  from  the  Executive 
Director  or  Board  of  Directors  Chair.  For 
the  purposes  of  your  event,  this  threshold 
might  have  a  value  of  $1,000  (e.g.,  five  or 
more  tickets  purchased,  two  full-page  ads 
purchased,  any  corporate  sponsorship, 
or  high  end  auction  items).  Key  Event 
Committee  members  and  volunteers 
should  also  receive  personal  phone  calls. 


TAX  DEDUCTIBILITY 

According  to  the  Internal  Revenue  Service 
(IRS)  website:  "If  (the  donor  pays)  more 
than  fair  market  value  to  a  qualified 
organization  for  merchandise,  goods  or 
services,  the  amount  (the  donor  pays) 
that  is  more  than  the  value  of  the  item 
can  be  a  charitable  contribution.  For  the 
excess  amount  to  qualify,  (the  donor)  must 
pay  it  with  the  intent  to  make  a  charitable 
contribution." 

For  the  convenience  of  your  donors,  the 
agency  should  establish  a  fair  market  value 
of  the  goods  received  atthe  event,  including 
the  dinner,  cocktails,  hors  d'  oeuvres,  etc. 
When  sending  an  acknowledgement  letter 
to  the  donor,  clearly  state  what  portion  of 
the  donation  is  tax  deductible  based  on 
the  fair  market  value  of  these  goods.  If 
the  donor  purchases  a  $200  ticket  and  you 
have  placed  a  fair  market  value  on  your 
dinner  ticket  of  $75,  state  in  the  letter  "$1 25 
of  your  contribution  is  tax  deductible." 


THANK  YOU  LETTER  CATEGORIES 

Set  up  thank  you  letters  for  the  following  categories: 

Purchase  of  a  ticket 

Donation  of  an  in-kind 

Purchase  of  a  table 

product  or  service 

Purchase  of  an  advertisement 

Volunteer  service 

Sponsorship  commitment 

Event  Committee  members 

Donation  of  an  auction  item 

Donation  without  a  purchase 
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January  15,  2004 


Mr.  Thomas  P.  Wilson 

Vice  President  of  Community  Relations 

Sunset  La  Brea  Bank 

444  N.  La  Brea  Ave. 

Los  Angeles,  CA  90038 

Dear  Mr.  Wilson: 

Thank  you  for  your  generous  donation  of  $400*  for  the  purchase  of  two 
tickets  to  the  Center  for  AIDS  Resources'  October  Gala.  The  event  will 
be  held  on  Thursday,  September  24,  2003  at  the  Sunset  La  Brea  Hotel 
in  Hollywood.  The  first  annual  Gala  honors  Elizabeth  Watkins,  President 
of  the  Watkins  Foundation  and  Timothy  Thompson  who  will  receive  the 
"Volunteer  of  the  Year"  award. 

Your  donation  will  help  the  Center  for  AIDS  Resources  (CAR)  provide 
desperately  needed  case  management,  food,  counseling  and  housing  for 
men,  women  and  children  living  with  HIV/AIDS  in  Los  Angeles  County. 
This  year  alone,  CAR  will  serve  more  than  500  people  in  need. 

CAR  has  been  providing  service  to  the  community  in  Los  Angeles  for  more 
than  ten  years.  In  this  time,  we  have  provided  care  to  more  than  3,000 
people  living  with  HIV/AIDS.  Your  support  is  crucial  to  our  ability  to  meet 
the  continually  expanding  needs  of  the  community. 


Thank  you  again  for  your  generosity, 
your  guest  at  the  October  Gala. 

Very  truly  yours, 


We  look  forward  to  seeing  you  and 


Diego  Flores 
Executive  Director 


*  $125  of  each  $200  ticket  is  tax  deductible  to  the  full  extent  of  the  law 
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Auxiliary  Events  are  a  means  of  generating  additional  revenue  within  existing 
events.  Examples  of  Auxiliary  Events  include  Silent  Auctions,  Live  Auctions 
and  Raffles.  While  it  is  possible  to  hold  an  Auxiliary  Event  on  its  own,  such 
as  by  holding  an  auction  on  line  or  advertising  raffles  through  mailings,  these 
mechanisms  generally  work  best  when  held  in  the  context  of  a  larger  event. 
Having  a  large  group  of  donors  already  assembled  and  creating  a  sense  of 
immediacy  within  a  short  time  frame  helps  to  maximize  the  results  from 
Auxiliary  Events.  In  addition,  an  Auxiliary  Event  can  serve  as  an  attraction, 
generating  additional  excitement  at  the  main  event. 


RAFFLES 

Raffles,  sometimes  known  as  "Opportunity 
Drawings",  have  only  recently  become  a  legal 
means  of  fundraising  in  the  State  of  California. 
Beginning  July  1,  2001,  private,  tax-exempt 
organizations  were  given  the  right  to  conduct 
raffles  for  charitable  purposes,  provided 
they  had  been  registered  with  the  State  as 
a  nonprofit  organization  for  one  year  prior  to 
conducting  the  raffle.  Raffles  involve  selling 
chances,  usually  in  the  form  of  raffle  tickets, 
for  a  set  fee  or  donation  to  win  an  item  of  some 
value.  Prizes  may  range  in  value  from  a  table 
centerpiece  to  a  car  to  the  oceanfront  home 
that  was  recently  raffled  by  a  local  institution. 

Prior  to  conducting  a  raffle,  the  organization 
must  register  with  the  State  of  California 
Attorney  General's  Registry  of  Charitable 
Trust.  Registration  is  conducted  on  an  annual 
basis  and  includes  a  $20  filing  fee.  Registration 
must  be  received  prior  to  September  1 st  for  the 
12-month  period  ending  August  31st.  You  must 
receive  written  confirmation,  which  may  take 
up  to  60  days,  before  conducting  the  raffle. 


A  raffle  registration  is  good  for  12  months  and 
must  be  renewed  annually.  A  report  must  be 
submitted  to  the  Attorney  General's  office, 
which  includes  the  date  and  location  of  the 
raffle,  income,  expenses,  and  the  charitable 
purpose  of  the  raffle.  At  least  90  percent  of 
gross  receipts  from  the  raffles  must  go  directly 
to  charitable  purposes.  More  information  on 
raffles  and  forms  to  download  can  be  obtained 
at  http://caaq.state.ca.us/charities/. 

AUCTIONS 

Auctions  provide  another  opportunity  to  hold 
a  fundraiser  within  a  fundraiser.  While  your 
guests  are  assembled  for  the  main  event,  an 
array  of  merchandise,  gift  certificates  and  travel 
opportunities  will  provide  a  means  to  augment 
your  event  income.  In  general,  auctions 
are  extremely  cost  effective  fundraisers  as 
merchandise  is  often  donated  outright  and  all 
proceeds  benefit  the  agency. 

One  reason  for  the  popularity  and  success  of 
auctions  is  that  the  cost  of  the  merchandise 
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to  the  donor  is  considerably  less  than  the  terms  of  community  relations,  good  will  and 

value  of  the  merchandise.  For  example,  a  increased  awareness.  New  businesses  may 

hotel  donating  a  night's  stay  for  a  room  that  be  particularly  amenable  to  marketing  through 

would  otherwise  be  empty  incurs  virtually  donations  as  a  way  to  establish  themselves  in 

no   cost.    However  the   hotel   receives   a  the  community, 
tangible  marketing  value  for  its  donation  in 

Procuring  Auction  Merchandise 

A  variety  of  techniques  can  be  used  to  procure  merchandise  for  auctions.  Assemble 
lists  of  potential  donors  in  a  database  and  send  a  solicitation  letter.  Following  up 
with  a  phone  call  will  greatly  increase  the  success  of  this  endeavor.  Your  lists  can 
be  assembled  from  local  business  guides,  Internet  searches,  restaurant  guides, 
travel  magazines,  professional  associations  and  a  myriad  of  additional  sources. 
A  volunteer  with  the  local  yellow  pages  and  access  to  a  phone  and  computer 
is  a  good  place  to  start.  A  well-written,  concise  solicitation  letter  describing  the 
mission  of  your  agency,  the  need  the  agency  fulfills  and  the  nature  of  the  event 
can  often  yield  surprising  success  in  mass  mailings.  Prepare  a  "Donation  Form" 
that  can  be  filled  out  by  the  donor  and  either  returned  with  the  donation  or  faxed 
back  to  indicate  that  they  will  donate.  The  form  should  include  the  name,  address 
and  contact  information  of  the  donor,  a  description  of  the  item(s),  the  value  of  the 
item(s),  and  procedures  for  delivery  of  the  item(s)  (e.g.,  should  it  be  picked  up 
and  when). 

Immediately  upon  receipt  of  a  donated  auction  item  or  a  form  indicating  a 
forthcoming  donation  send  an  acknowledgement  letter  thanking  them  for  the 
generous  donation. 

Soliciting  auction  items  should  be  second  nature  to  any  Resource  Development 
professional.  Do  you  frequent  particular  restaurants?  The  managers  will  have  a 
hard  time  declining  requests  from  valued  customers.  When  you  purchase  your 
new  desktop  computer  ask  for  a  gift  certificate  or  the  donation  of  an  item.  When 
you  are  on  vacation  talk  to  the  manager  of  your  hotel  about  a  donation. 

As  you  develop  your  professional  and  personal  relations,  ask  yourself  what  these 
individuals  can  do  for  your  organization.  You'll  find  many  people  have  a  natural 
inclination  to  give  if  they  have  a  personal  or  professional  relationship  with  the 
person  making  the  request  and  if  they  perceive  the  donation  is  for  a  good  cause. 

Almost  every  aspect  of  Resource  Development  is  about  networking,  developing 
relationships  and  minimizing  the  degrees  of  separation  between  you  and  the 
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decision  maker.  If  your  sister  works  in  Human  Resources  at  Sony  Music,  can  she 
ask  her  friend  in  Marketing  for  a  donation  of  CDs  or  DVDs?  Can  her  colleague 
in  Artists  Relations  get  autographed  posters  of  top  artists  or  concert  tickets, 
perhaps  with  backstage  passes?  Will  her  supervisor,  the  Vice  President  of  Human 
Resources,  ask  the  company  President  to  help  get  a  major  artist  to  volunteer  to 
perform  at  your  event?  Ask.  Ask.  Ask. 

Big  Ticket  Items 

Soliciting  high-end  merchandise  is  similar  to  soliciting  event  sponsors.  Treat  the 
solicitation  of  an  airline  for  two  first  class,  round  trip  tickets  to  New  York  in  the 
same  manner  as  you  would  the  solicitation  of  a  major  cash  sponsorship.  The  airline 
may  value  this  donation  at  as  much  as  $8,000,  therefore  they  should  receive  an 
appropriate  number  of  seats  to  the  dinner,  comparable  Event  Program  Journal 
ads,  and  the  same  recognition  opportunities  as  the  equivalent  cash  sponsor. 
Cultivate  these  donors  with  phone  calls,  follow-up  materials  and,  if  possible,  in- 
person  meetings  or  site  visits. 


IF  AT  FIRST  YOU  DON'T  SUCCEED... 


If  your  request  is  rejected,  try 
following  these  simple  steps  and 
you  may  find  your  luck  will  change 
next  year. 

Call  and  politely  ask  for  the  reason 
for  the  decline  of  your  request. 

Ask  if  you  may  submit  a  request 
again  next  year. 

Find  out  when  the  appropriate  time 
to  submit  your  request  is  (e.g.,  the 
beginning  of  the  company's  fiscal 
year). 

Keep  the  prospective  donor 
apprised  of  agency  achievements 
through  newsletter  mailings. 


Send  a  personal  holiday  card. 

Submit  your  request  at  the 
appropriate  time  the  following  year. 

Do  you  have  extra  seats  available 
at  your  event?  Invite  prospective 
donors  as  your  guest.  While  their 
company  policy  may  prohibit  them 
from  accepting  the  tickets,  they 
may  surprise  you  and  actually  show 
up.  Of  course  you  will  treat  them 
like  royalty. 

Following  these  simple  steps  will 
make  a  favorable  impression  on  the 
prospective  donor  and  put  you  light 
years  ahead  of  the  competition. 
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SILENT  AUCTIONS 

In  Silent  Auctions,  all  merchandise  is  displayed 
and  guests  write  down  their  bids  until  the 


auction  is  officially  closed.  At  the  official 
closing,  volunteers  should  circle  the  winning 
bid  and  remove  all  the  bid  sheets  immediately 
to  prevent  any  confusion  among  bidders. 


Displays 

Merchandise  should  be  displayed  with  ample  room  for  guests  to  conveniently 
browse  items.  Grouping  the  items  by  category  can  help  guests  find  the  items  they 
are  interested  in  bidding  on  more  easily.  The  display  area  can  be  inexpensively 
decorated  with  items  relating  to  the  theme  of  the  merchandise.  For  example, 
restaurant  gift  certificates  can  be  displayed  with  table  settings  and  menus, 
travel  posters  can  accessorize  your  travel  section,  and  a  day  at  a  spa  could  be 
accompanied  by  a  plush  robe  and  towel. 

Pricing  Merchandise 

While  there  is  no  set  rule  for  pricing  merchandise  in  an  auction,  the  goal  of  course 
is  to  generate  interest  in  each  item  and  ignite  the  bidding  process.  A  good  rule  of 
thumb  is  to  start  your  opening  bid  at  less  than  half  the  value  of  the  item.  Set  the 
"bid  increment",  the  minimum  amount  that  each  bid  must  be  increased  by,  relative 
to  the  value  of  the  item.  For  example,  if  dinner  for  four  at  Chez  McDonalds  is 
valued  at  $100,  you  might  start  the  bidding  at  $40  and  set  your  bid  increment  at 
$5  so  that  the  second  bid  would  be  $45.  A  travel  package  including  business  class 
tickets  to  New  York  with  four  nights  at  the  Plaza  might  be  valued  at  $5,000.  The 
minimum  bid  could  be  set  at  $2,000  with  bid  increments  of  $250. 

Auction  Books 

Many  agencies  print  Auction  Books  to  distribute  to  guests  as  they  enter  the  event. 
This  provides  the  guest  an  opportunity  to  browse  through  the  book  without  having 
to  battle  the  crowds  to  identify  items  of  interest.  Some  agencies  distribute  auction 
books  in  advance  of  the  event  so  that  guests  can  be  well  prepared  to  start  their 
bidding  wars.  The  books  can  be  mailed  out  or  distributed  to  selected  guests  at,  for 
example,  a  VIP  reception  prior  to  the  event. 

In  both  the  book  and  on  the  bid  sheet,  clearly  state  any  restrictions  associated 
with  gift  or  travel  certificates.  If  the  Western  Airlines  certificate  states  that  "black 
out  dates"  (dates  for  which  the  certificate  cannot  be  used)  include  any  month  that 
ends  in  an  "r",  the  purchaser  MUST  know  this  when  they  pay  for  the  certificate. 
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The  last  thing  you  want  is  an  angry  donor  calling  you  when  his  Christmas  travel 
plans  have  been  spoiled.  That  will  usually  be  the  last  time  that  donor  calls  you. 

Printing  "Auction  Rules"  in  the  book  will  help  eliminate  any  confusion.  You  may 
wish  to  state  that  all  items  must  be  paid  for  by  the  winner  by  the  close  of  the 
event.  This  will  enable  you  to  go  to  the  second  highest  bidder  if  the  "winner" 
changes  his  or  her  mind  and  declines  to  claim  the  prize.  Stating  that  all  sales  are 
final  will  help  prevent  a  donor  from  trying  to  return  a  Picasso  print  that  doesn't 
quite  match  the  sofa  after  all.  State  that  by  purchasing  an  item,  the  donor  agrees 
that  they  have  read  all  restrictions  associated  with  the  item.  These  rules  should 
also  be  prominently  displayed  in  signage  at  various  points  throughout  the  room. 
The  rules  should  also  be  printed  on  a  form  that  the  winner  signs  upon  paying  for 
and  receiving  the  item. 

Most  importantly,  be  prepared  to  throw  out  these  rules  if  you  have  to.  Sometimes, 
cheerfully  returning  a  few  hundred  dollars  to  a  dissatisfied  donor  will  generate 
a  lot  of  good  will  and  help  solidify  a  long-term  relationship  with  the  donor.  This 
is  of  course  a  decision  to  be  made  by  the  Executive  Director  or  Director  of 
Development. 

At  an  appropriate  time  in  the  event,  have  your  volunteers  circulate  to  the  guests' 
tables  to  inform  the  winners  of  their  good  fortune.  Have  them  escorted  back  to  the 
cashier's  table  to  pay  for  and  claim  the  item,  or  inform  them  when  the  appropriate 
time  will  be  to  do  so.  Make  sure  that  all  items  are  paid  for  before  the  close  of 
the  event.  It  will  be  much  more  difficult  to  collect  payment  after  the  event.  I  have 
vivid  memories  of  a  donor  who,  when  contacted  several  days  after  the  event,  said 
that  he  had  researched  the  travel  package  on  line  and  could  get  it  cheaper  than 
for  what  he  had  bid  at  the  event.  While  we  politely  declined  to  bargain  with  this 
particular  donor,  we  eventually  had  to  sell  the  item  to  another  bidder  for  several 
thousand  dollars  less. 


LIVE  AUCTIONS 

You  may  decide  to  hold  a  live  auction  either 
instead  of  or  in  addition  to  a  silent  auction. 
Generally,  it  is  best  to  restrict  the  number  of 
items  in  your  live  auction  to  avoid  adding  too 
much  time  to  your  evening's  program  and  to 
reduce  the  chance  of  your  audience  getting 
bored  or  distracted  during  the  auction  and 
lowering  the  bidding.  Be  selective  in  your 


choice  of  items  for  live  auction,  generally 
choosing  the  highest  valued  merchandise. 
An  item  that  doesn't  attract  any  bids  in  front 
of  a  captive  audience  of  hundreds  of  guests 
can  be  a  spectacular  failure  and  ruin  the  pace 
and  mood  of  the  remainder  of  the  auction. 
Conversely,  an  item  in  a  silent  auction  that 
doesn't  attract  any  bids  is  virtually  unnoticed. 
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Auctioneers 

If  you  have  a  number  of  items  of  high  value  for  your  live  auction,  you  may  elect  to 
utilize  the  services  of  a  professional  auctioneer  to  manage  the  bidding  process. 
You  may  be  fortunate  enough  to  procure  a  donation  of  these  services,  or  decide 
it  is  in  the  event's  best  interest  to  pay  for  them.  Be  careful  in  your  choice  of  an 
auctioneer.  Just  because  you  are  fortunate  enough  to  have  a  celebrity  soap  opera 
actor  at  your  event,  doesn't  necessarily  mean  that  he  will  be  the  best  person  for 
this  task.  A  board  member  with  a  good  presence  who  knows  many  of  the  guests  in 
the  room  may  make  a  better  choice.  Script  your  guest  auctioneer's  remarks.  I  once 
attended  an  event  at  which  a  local  politician  hosted  the  auction.  His  campaign- 
style  speech  prior  to  the  auction  polarized  the  audience  to  the  point  that  you  could 
practically  hear  jaws  dropping  around  the  room.  The  audience's  collective  mood 
was  soured  and  consequently  bidding  was  substantially  reduced. 

Collecting  Funds 

Have  volunteers  placed  strategically  throughout  the  room  to  help  the  auctioneer 
identify  bidders,  if  necessary.  In  a  large,  dark  room,  flashlights  or  inexpensive 
"glowsticks"  may  be  of  use.  The  volunteers  should  also  note  the  winner  of  each 
item  and  quickly  corral  them — politely — to  the  cashier.  You  do  not  want  to  have  to 
contact  the  winners  days  after  the  event  after  they've  had  time  to  reflect  on  the 
purchase  and  change  their  minds. 

Professional  Auction  Companies 

Professional  Auction  Companies  are  not  related  to  auctioneers  or  auction  houses. 
Often,  for-profit  companies  will  offer  to  run  an  auction,  either  silent  or  live,  at  an 
event  and  give  a  portion  of  the  proceeds  to  the  nonprofit  organization.  These 
companies  may  sell  celebrity  memorabilia,  jewelry  or  even  furs.  If  you  have  no 
auction  merchandise  of  your  own  and  it  seems  like  a  good  deal  for  the  agency, 
you  may  decide  to  go  ahead  with  this  strategy.  However,  it  is  rarely  a  good  idea  to 
utilize  this  service  if  you  do  have  your  own  merchandise  to  auction. 

Any  item  that  is  donated  to  your  agency  outright  represents  1 00%  net  income  when 
it  is  sold  at  your  event.  If  a  for-profit  company  is  auctioning  their  merchandise  you 
are  allowing  them  to  compete  with  your  agency.  For  example,  if  a  donor  spends 
$1,000  on  a  necklace  from  an  auction  company  at  your  event,  you  may  receive 
10%  of  the  proceeds  or  $100.  However,  that  is  $1 ,000  that  the  donor  is  not  going 
to  spend  on  YOUR  merchandise  where  you  would  have  netted  the  entire  $1,000 
purchase  price.  Few  donors'  resources  are  limitless.  Think  carefully  about  how 
you  would  like  them  to  spend  money  at  your  event. 
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Center  for  AIDS  Resources 

October  Gala 

BID  SHEET 


Item  Number:  #2 
Donor:  Western  Airlines 

Value:  $2,400 
Minimum  Bid:  $1,000 
Bid  Increment:  $100 

Item  Description:  Round-trip  economy  class  air 

transportation  for  two  from 
Los  Angeles  to  Caracas,  Venezuela 

Please  note  restrictions  on  travel. 


TABLE 

NAME 

PHONE  NUMBER 

BID  AMOUNT 
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J 
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[  . 

i 

!  . 

[ 

\ 

[ 

[78] 


Optimizing  Resources 

A  GUIDE  TO  RESOURCE  DEVELOPMENT  FOR 

LOS  ANGELES  COUNTY  HIV/AIDS  SERVICE  PROVIDERS 


Volunteers 


Optimizing  Resources 


Volunteers  are  one  of  the  most  valued  resources  for  any  nonprofit  organization. 
While  your  agency  may  have  a  Volunteer  Program  utilizing  volunteers  to  answer 
phones  or  as  "buddies"  to  clients,  the  needs  of  the  Resource  Development 
department  may  be  quite  distinct.  Resource  Development  Volunteers  fall  into 
two  categories:  1)  Those  who  actively  assist  and  facilitate  the  procurement 
of  resources,  and  2)  labor.  All  Volunteers  have  one  thing  in  common.  They  are 
donors.  They  donate  their  time.  They  may  not  donate  funds  to  the  organization, 
but  they  have  a  positive  impact  on  the  bottom  line  by  providing  the  free  labor 
that  allows  the  organization  to  delegate  funding  to  other  critical  areas.  They 
also  serve  as  ambassadors  of  the  agency  as  they  espouse  its  virtues  to  their 
friends,  families,  colleagues  and  the  community  at  large.  They  are  the  first  link 
in  your  network  of  resources,  bringing  you  that  much  closer  to  a  sought  after 
donation. 


TREAT  VOLUNTEERS  WITH  RESPECT 

Volunteers  have  a  variety  of  motivations  for 
providing  their  services  to  organizations.  For 
some,  it's  an  affiliation  to  a  cause,  or  a  desire 
to  make  a  tangible  contribution.  Others  may 
need  to  fulfill  some  service  requirement  for 
school  or  another  organization.  Often  religious 
groups  encourage  members  to  perform 
service  to  the  community.  Some  donors 
volunteer  their  services  to  become  acquainted 
with  an  organization  before  they  contribute. 
Regardless  of  the  motivation,  volunteers  have 
chosen  to  donate  their  services.  Like  any 


donor,  they  have  the  power  to  choose  to  what 
organization  they  will  donate  their  services.  Be 
thankful  when  they  choose  yours.  You  cannot 
say  "thank  you"  too  often.  Volunteers  who  feel 
under  appreciated  may  well  decide  to  find  an 
organization  where  they  will  be  appreciated. 

Volunteers  deserve  the  same  courtesy  and 
respect  as  any  other  donor.  Provide  trainings 
to  your  staff  in  dealing  with  volunteers.  Make 
sure  staff  go  out  of  their  way  to  be  pleasant  to 
volunteers,  introduce  themselves,  and  make 
the  volunteers  feel  a  part  of  the  organization. 
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RESOURCE  DEVELOPMENT 
VOLUNTEER  ACTIVITIES 

The  opportunities  for  Resource  Development 
volunteers  are  limited  only  by  the  creativity 
of  those  in  charge.  Volunteers  can  provide 
administrative  support,  such  as  answering 
phones,  filing,  photocopying,  assisting  with 
mailings,  database  entry,  word  processing 
and  other  tasks.  Volunteers  can  augment 
your  Resource  Development  programs  by 
networking  with  their  employers,  friends  and 
family  to  bring  contributions  to  the  agency. 

VOLUNTEER  TRAINING 

Your  agency  may  already  have  volunteer 
training  and  orientation  policies  in  place.  If  not, 
the  Resource  Development  Department  should 
create  its  own.  Prospective  volunteers  should 
be  interviewed  to  ascertain  appropriateness 
for  various  volunteer  positions.  What  are  their 
interests?  Are  they  polite  and  courteous?  Well 
spoken?  Do  they  understand  fully  what  their 
responsibilities  will  be  at  the  agency?  Make 
sure  your  Resource  Development  Volunteers 
meet  all  requirements  of  your  agencies.  This 
may  include  completion  of  various  forms 
(e.g.,  applications,  confidentiality  statements), 
health  screenings  (e.g.,  for  Tuberculosis),  and 
producing  identification  documents  (e.g.,  valid 
driver's  license). 

A  brief  orientation  should  be  held  to  acquaint 
them  with  basic  information  about  the  agency, 
its  history,  mission  and  services,  as  well  as 
information  about  the  task  at  hand. 

VOLUNTEER  INSURANCE 

Discuss  your  volunteer  requirements  and 
activities  with  your  insurance  agent  to  institute 
appropriate  liability  coverage.  If  a  volunteer 
is  injured  while  performing  service  for  your 
organization,  the  agency  may  well  be  liable. 


VOLUNTEER  DISCIPLINE 

Volunteers  should  be  regularly  evaluated 
for  compliance  with  agency  regulations.  A 
volunteer  who  is  unable  to  comply  appropriately 
should  be  disciplined  or  in  extreme  cases 
terminated. 

EVENT  VOLUNTEERS 

Volunteers  are  critical  to  the  success  of  events. 
As  committee  members  they  provide  the 
creative  force  behind  the  success  of  the  event. 
Volunteers  also  provide  the  dedicated  labor 
that  would  often  be  prohibitively  expensive 
if  an  organization  had  to  pay  for  contracted 
event  staff.  Volunteers  can  be  used  at  various 
points  leading  up  the  event,  such  as  when 
invitations  need  to  be  assembled  and  mailed. 
Volunteers  in  your  office  can  help  with  making 
follow-up  phone  calls  to  prospective  donors, 
photocopying  materials  and  providing  general 
administrative  support. 

If  your  agency  has  no  organized  volunteer 
program,  you  may  wish  to  appoint  a  committee 
member  to  coordinate  this  task.  You  can  also 
contact  local  service  organizations,  high 
schools,  colleges,  religious  organizations  or 
religious  schools.  Volunteers  who  are  not  of 
legal  age  should  be  highly  supervised  and 
chaperoned,  preferably  with  adult  staff  from 
their  respective  organizations  or  parents. 

VOLUNTEER  COMMITTEES 

The  most  successful  events  are  ones  that 
put  in  place  a  cohesive  Volunteer  Committee 
Structure.  While  Volunteers  on  the  day  of 
the  event  are  a  source  of  "free"  labor,  the 
Volunteer  Committee  serves  as  the  brains  and 
the  force  that  take  the  event  from  concept  to 
reality.  Selected  volunteers  can  help  plan  an 
event,  sell  tickets,  procure  sponsorships,  sell 
ads,  obtain  auction  items,  facilitate  in-kind 
donations,  market  the  event  and,  in  essence, 
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take  it  many  levels  beyond  the  capabilities  and 
limited  resources  of  staff. 

The  place  to  start  with  soliciting  Volunteer 
Committee  members  is  generally  your  Board 
of  Directors.  If  your  organization's  Board 
has  a   Resource  Development  Committee, 


this  committee  should  be  utilized  fully.  Board 
members  should  also  recommend  colleagues, 
associates  and  friends  who  may  be  interested 
in  participating.  Event  committees  are  an 
excellent  way  of  testing  the  commitment  and 
capabilities  of  potential  Board  members. 


EXAMPLES  OF  COMMITTEES 


Table  and  Ticket  Sales  Committee 

Members  should  be  selected  based 
on  their  ability  to  personally  sell 
tickets.  The  Committee  should  be 
goal  oriented,  with  each  member 
responsible  for  a  set  number  of  tickets 
as  a  minimum.  Responsibilities  should 
be  clearly  delineated  up  front. 

Auction  Committee 

Members  should  be  selected  based 
on  their  abilities  to  procure  items.  Do 
you  want  to  auction  vacation  packages 
at  your  event?  Find  professionals 
in  sales  management  for  hotels  or 
airlines.  Celebrity  items?  Find  talent 
agents  or  studio  management. 

Volunteer  Committee 

Do  you  need  a  large  labor  force 
for  your  event?  A  committee  can 


be  charged  solely  with  recruiting 
volunteers  to  staff  the  event. 

Advertising  Committee 

Advertising  sales  in  your  Event 
Program  Journal  are  an  important 
source  of  revenues.  By  separating  out 
this  task,  ad  sales  should  increase. 

Entertainment  Committee 

If  you  are  hoping  to  have  a  well- 
known  performer  at  your  event,  it  may 
be  useful  to  have  an  Entertainment 
Committee,  preferably  with  members 
connected  to  the  Entertainment 
Industry. 

Public  Relations  Committee 

Professionals  in  Public  Relations  and 
Media  Relations  can  be  charged  with 
promoting  your  event  to  the  press. 


THE  BUCK  STOPS  HERE 

SOMEONE  has  to  be  in  charge.  One  person 
needs  to  have  the  ultimate  authority  to  say 
"yes"  or  "no",  to  terminate  endless  discussions, 
to  come  to  decisions  and  to  say  the  words 
everyone  longs  to  hear:  "Meeting  adjourned". 
This  person  should  be  designated  the  Event 
Chair.  The  Event  Chair  may  be  a  member  of 
your  Board  of  Directors  or  a  person  chosen 
for  their  leadership  abilities  and  connections 


to  resources.  However,  even  the  Event 
Chair  does  not  have  the  authority  to  commit 
additional  financial  resources  from  the  agency 
without  the  authority  of  the  Executive  Director 
and/or  Board  of  Directors. 

WORKING  COMMITTEE  MEMBERS  VS. 
COMMITTEE  MEMBERS  IN  NAME  ONLY 

An  Event  Committee  may  be  a  cross  section 
of  people  selected  for  their  profile  in  the 
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community  and  those  who  are  willing  to  role 
up  their  sleeves  and  work  for  the  agency. 
If  Bill  Gates  agrees  to  be  your  Event  Chair, 
don't  expect  him  to  show  up  at  meetings  and 
match  the  linen  napkins  to  the  tablecloths. 
It  is,  however,  reasonable  to  expect  that 
he  (or  his  representative)  sign  letters  to 
prospective    donors    or   sponsors.  Clearly 


define  in  advance  what  is  expected  of  your 
Event  Chair.  If  you  are  honored  with  Mr.  Gates' 
participation  on  your  event  committee,  try  to 
get  him  to  designate  someone  on  his  staff  to 
be  the  "working  member"  of  the  committee, 
preferably  someone  with  access  to  him  and/or 
his  colleagues. 


Making  the  House  Subcommittee  on  Ways  and  Means  Work  For  You 

While  the  concept  of  committees  and  subcommittees  conjures  up  images  of  a 
Reality  TV  show  on  C-SPAN,  well-defined  committees  can  actually  reduce  the 
number  and  duration  of  meetings.  They  can  actually  make  your  job  EASIER.  Make 
sure  Committee  roles  are  clearly  defined  by  breaking  your  event  into  task-related 
subcommittees.  For  example,  if  an  Auction  committee  is  comprised  of  five  people 
working  together  on  their  component,  they  should  meet  on  their  own  regularly  and 
may  only  need  to  report  to  the  group  at  large  on  a  limited  basis.  Make  sure  the 
committee  has  a  defined  function  and  that  the  members  know  their  role. 

Even  at  the  subcommittee  level,  SOMEONE  needs  to  be  in  charge.  The  Auction 
Committee  Chair  should  be  responsible  for  organizing  the  Auction  Committee 
members.  Position  this  task  as  an  "honor"  to  someone  who  has  worked  hard  and 
deserves  it  or  to  someone  new  to  the  organization  in  whom  the  agency  has  placed 
the  utmost  confidence. 


COMMITTEE  STRUCTURE 

You  now  have  in  place  an  Event  Committee 
structure.  Consequently,  your  tasks  are 
neatly  divided  into  components.  Your 
individual  committee  members  report  to  your 
subcommittee  chairs.  Your  subcommittee 
chairs  report  to  the  Event  Chair.  Your  Event 
Chair  works  with  your  staff  and  Board. 

Members  can  serve  on  more  than  one 
committee.  Committee  members  should  also 
be  encouraged  to  "cross  sell".  For  example, 
if  a  member  of  the  Advertising  Committee 
solicits  a  business  for  an  ad  and  is  rejected, 
the  committee  member  should  ask  if  the 
business  would  care  to  donate  an  item  to  the 
auction  or  purchase  tickets. 


Board  of 
Directors 


Event  Chair 


Table/Ticket 

Sales 
Committee 

Chair 


TablefTicket 
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Committee 
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EVENT  STAFFING 


Well  in  advance  of  the  actual  day  of  the  event,  the  event  staff  should 
analyze  its  labor  needs.  Estimate  the  number  of  volunteers  that  will: 

Staff  the  registration  table  Assist  with  event  staging 

Staff  the  auction  Assist  performers  and  honorees 

Provide  assistance  to  guests  Assist  with  cleanup 

Provide  support  for  agency  and 
event  staff 


EVENT  VOLUNTEER  ORIENTATION 

Volunteers  should  be  interviewed  and 
screened  for  Event  Staffing  Positions.  Make 
sure  they  are  courteous,  polite  and  well 
spoken.  Volunteers  should  be  thoroughly 
briefed  on  both  the  nature  of  the  agency  and 
the  event.  Provide  one-page  fact  sheets  that 
will  facilitate  assimilation  of  this  information.  A 
schedule  of  volunteer  activities  for  the  day  of 
the  event  should  also  be  provided  along  with 
agency  contact  information,  including  an  on- 
staff  point  person. 

On-site  training  at  the  event  venue  should  be 
held  either  in  the  days  before  the  event  or, 


given  sufficient  time,  on  the  day  of  the  event. 
Establish  a  dress  code  that  will  make  the  event 
volunteers  easily  recognizable  to  guests,  such 
as  black  shirt  and  black  trousers.  Make  sure 
the  dress  code  is  not  burdensome  for  the 
volunteers.  They  should  not  be  expected  to  go 
out  and  purchase  clothing  just  for  this  event. 
They  should  also  be  given  name  badges  that 
clearly  identify  them  as  volunteers. 

During  the  event,  make  sure  that  your 
volunteers'  needs  are  taken  care  of  to  the  best 
of  your  abilities.  If  volunteer  shifts  last  more 
than  three  or  four  hours,  provide  appropriate 
food,  such  as  sandwiches  and  beverages. 


VOLUNTEER  INSTRUCTIONS 


Shift  Schedules  -  make  sure  your 
event  needs  are  covered  from  the 
set  up  of  the  event  through  clean-up 

Clear-Cut  Responsibilities  -  What 
are  they  expected  to  do? 

Identify  volunteer  locations  for 
the  event 


Identify  a  volunteer  or  staff 
supervisor  for  each  particular 

functions  (i.e.,  who  is  the  point  person  at  the 
reservation  table  or  at  the  auction?) 

Stress  that  they  should  never 
argue  with  guests,  but  should 
politely  refer  them  to  a  designated 
staff  representative 
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Say  "thank  you". 

Ensure  there  is  appropriate  coverage 
for  brief  breaks  for  restrooms  or 
simply  rest,  if  needed. 

Say  "thank  you". 

You  may  also  consider  holding  an 
inexpensive  reception  following  the 
event  to  show  your  appreciation  to 
your  volunteers. 

Say  "thank  you". 


VOLUNTEER  ACKNOWLEDGMENTS 

If  possible,  list  your  volunteers  in 
either  the  Event  Program  Journal  or 
perhaps  the  Auction  Book  with  an 
acknowledgment  of  appreciation. 
Following  the  event,  each  volunteer 
should  be  sent  a  thank  you  letter 
signed  by  the  Executive  Director 
and/or    Board    of    Directors  Chair. 

Say  "thank  you". 
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Optimizing  Resaurces 


What  is  Communications/Public  Relations  and  why  is  it  important? 

If  your  organization  does  not  need  any  donors,  volunteers,  clients,  or  community 

supporters,  then  you  don't  need  to  do  any  communications  and  public 

relations. 


Most  nonprofits,  though,  very  much  need 
donors,  volunteers,  clients,  and  supporters,  so 
communicating  to  the  public  is  important.  The 
more  that  people  hear  about  the  ways  in  which 
you  are  helping  others,  the  more  likely  they 
are  to  support  your  efforts. 

For  this  chapter,  the  terms  "communications" 
and  "public  relations"  are  used 
interchangeably.  Other  terms  that  can  be 
substituted  include  "outreach,"  "publicity,"  and 
"marketing  communications."  Professional 
practitioners  often  assign  slightly  different 
definitions  to  these  terms,  but  for  small  to  mid- 
sized nonprofit  agencies,  we  can  define  them 
all  as  being  "ways  to  tell  your  story  to  your 
community  in  order  to  raise  awareness  and 
raise  funds." 

Word-of-mouth  is  one  of  the  best  ways  to 
attract  people,  because  people  trust  what  their 
friends  tell  them  in  one-on-one  conversations. 
Word-of-mouth  can  be  a  slow  process,  though, 
and  that's  why  most  communications  programs 
focus  on  media  -  where  you  can  reach  large 
numbers  of  people  all  at  once. 

SEVEN  KEYS  TO  EFFECTIVE 
COMMUNICATIONS 

Whatever  the  size  of  your  organization, 
you  can  utilize  some  time-tested  tactics  for 
successful  communication: 

Plan  ahead.    Reporters  have  the  luxury  of 


calling  at  the  last  minute.  Nonprofit  agencies 
don't.  One  example:  An  agency  spends  months 
planning  a  big  fundraising  event,  but  as  the 
date  draws  near,  ticket  sales  are  slow.  So  two 
weeks  before  the  event,  the  agency  decides  to 
"do  some  PR"  and  rushes  into  action.  Too  late. 
By  that  time,  you  have  missed  the  media's 
deadlines  for  calendar  listings,  Public  Service 
Announcement  placements,  potential  media 
sponsorships,  advertisements  in  biweekly 
papers  and  monthly  magazines,  and  so  on. 
For  events  especially,  PR  should  be  included 
from  the  very  first  planning  meeting. 

Be  consistent.  Communication  experts  point 
out  that  consistency  over  time  is  crucial.  The 
Red  Cross  has  used  the  same  logo,  color,  and 
typeface  for  decades  -  and  people  remember 
it.  Don't  change  your  logo  after  three  years 
because  people  in  the  office  are  "tired  of  it." 
For  the  prospective  major  donor  who  has  only 
seen  your  logo  a  few  times,  it's  brand  new. 

Integrate  your  materials.  Nearly  every 
communications  tool  can  be  used  in  multiple 
ways,  as  in  the  case  of  a  press  kit  that  also  gets 
handed  out  to  major  donors.  A  newsletter  can 
include  a  Donor  Highlight  Page,  a  Volunteer 
of  the  Month  column,  a  Foundation  Support 
Spotlight,  a  Client  Success  Story,  and  a  list  of 
Equipment  Needed  for  Our  Office. 
Be    evergreen.    While    developing  glossy 
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printed  materials,  you  may  be  pressured  by 
staff  members  or  board  members  to  include 
a  specific  event  or  anniversary  or  limited-time 
program.  If  you  do,  the  material  will  become 
out  of  date  as  soon  as  that  event  is  over. 

Unless  you  have  a  lavish  PR  budget,  keep  it 

general.  You  don't  want  to  wind  up  with  boxes 
of  outdated  materials  gathering  dust  in  the 
storage  closet. 

Use  straightforward  language.  People 
who  work  in  complex  medical  and  social 
service  fields  learn  a  lot  of  terminology  -  and 
sometimes  forget  how  to  speak  in  everyday 
language.  Avoid  jargon  and  terms  that 
are  unfamiliar  to  the  average  person.  For 
instance,  rather  than  saying  "Angels  Agency 
provides  substance  abuse  counseling  and 
psychosocial  support  for  indigent  persons," 
you  could  communicate  more  by  saying, 
"We  help  homeless  individuals  get  a  second 
chance." 

Use  testimonials.  Have  you  ever  seen  a 
television  commercial  where  someone  tells 
you  how  much  she  likes  a  product?  Have 
you  ever  gone  to  a  local  store  that  pins  up 
letters  from  grateful  customers  complimenting 
the  store's  excellent  service?  These  are 
testimonials.  Testimonials  are  used  often 
because  they  are  persuasive.  At  nonprofit 
service  agencies,  most  of  your  work  involves 
helping  people.  Let  them  speak  for  you.  Their 
words  can  be  powerful. 

Differentiate  yourself.  We  all  like  to  think 
we're  special.  But  to  the  rest  of  the  world,  and 
certainly  to  media  types  who  think  they've  seen 
it  all,  you  don't  necessarily  look  so  special.  It's 
up  to  you  to  find  out  what  makes  your  agency 
unique  and  then  shout  it  from  the  rooftops.  If 
there  are  dozens  of  organizations  in  your  field, 
what  makes  your  agency  different?  Were 
you  the  first  in  your  community?  Have  you 
won  awards  for  the  quality  of  your  services? 
People  won't  know  unless  you  tell  them  -  over 


and  over  again. 

WHAT  DO  PEOPLE  KNOW 
ABOUT  YOUR  AGENCY,  AND 
WHAT  SHOULD  THEY  KNOW? 

Nearly  every  nonprofit  organization  says  it 
would  like  people  to  know  more  about  its 
work.  Most  organizations  have  some  sort  of 
communications  effort,  though  they  often  say, 
"it's  not  as  much  as  we  should  be  doing."  If 
your  organization  is  in  this  situation,  a  good 
question  to  ask  yourself  is:  "What  do  people  in 
our  community  know  about  us  now?" 

People  often  overestimate  what  others  know 
about  them.  For  instance,  in  a  survey  of  the 
general  population  of  Los  Angeles  County  in 
the  1990s,  only  16%  of  people  could  name  the 
best-known  AIDS  organization.  If  you  would 
like  your  agency  to  become  better  known,  try 
to  get  a  "baseline  knowledge  level"  by  talking 
to  outsiders  and  writing  down  their  impressions 
of  your  organization.  You  can  also  call  a  few 
reporters  and  ask  them  directly  what  they 
know  about  your  agency.  If  you  have  contacts 
at  a  local  university  or  can  develop  contacts 
there,  you  may  be  able  to  recruit  a  marketing 
class  to  do  a  survey  for  you  at  no  charge. 

Large  organizations  call  this  process  "market 
research."  Don't  let  that  term  intimidate 
you.  You  can  just  call  it  "finding  out  what 
people  know  about  us  today."  When  you 
have  responses,  you  can  ask  yourself  two 
more  important  questions:  "What  do  we  want 
people  to  know  about  us?"  "And  how  can  we 
convey  that  to  our  community?" 

Simplify  Your  Message!  Although  it's 
tempting  to  come  up  with  a  list  of  "The  20 
Things  Everyone  Must  Know  about  Our 
Agency,"  limit  your  key  messages  to  a  few 
points.  If  you  try  to  communicate  20  things,  all 
your  messages  may  get  lost  in  the  shuffle.  If 
you  consistently  stress  a  couple  major  ideas, 
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you  are  far  more  likely  to  succeed.  organization  has  the  staff  and  budget  to  utilize 

WHAT  ARE  THE  MOST  IMPORTANT 
COMMUNICATION  TOOLS? 


a  wide  range  of  marketing  and  communication 
tools.    For  most  nonprofit  agencies,  though, 
here  are  the  best  tools,  starting  with  the 
A    large    company    or    national    nonprofit     easiest  to  implement  and  working  up  to  the 


Fact  Sheets 

One  of  the  most  useful  yet  often  overlooked  communications  tools  is  the  simple  fact 
sheet.  Fact  sheets  are  easy  to  produce;  you  can  just  print  them  out  on  your  office 
printer.  They  are  simple  to  update.  You  can  also  easily  customize  fact  sheets  for 
specific  purposes.  For  instance,  if  you  know  someone  is  particularly  interested 
in  educational  programs,  you  can  "cut  and  paste"  to  move  the  description  of  your 
educational  efforts  to  the  top  of  the  page. 

It's  great  to  send  a  big  package  of  information  to  a  reporter  or  potential  donor,  but 
remember  that  many  people  are  busy  and  will  not  have  time  to  read  everything. 
Put  a  one  page  fact  sheet  about  your  agency  at  the  front.  Even  if  busy  people 
don't  read  much,  they  will  usually  read  the  fact  sheet  and  learn  something  about 
your  agency. 

The  Q&A  (Question  and  Answer)  format  is  a  good  one.  Write  down  the  questions 
people  most  often  ask  about  your  agency,  and  then  add  the  answers  you  usually 
give,  using  straightforward  language.  Good  questions  include:  What  does  X 
Agency  do?  Who  does  X  Agency  help?  When  was  X  Agency  founded,  and  how 
has  it  grown?  What  cities/neighborhoods  does  X  Agency  serve?  What  is  X 
Agency's  mission?  How  can  people  help  X  Agency  fulfill  its  mission? 

Keep  your  answers  short.  A  one  page  fact  sheet  should  stay  one  page,  because 
many  people  will  not  read  the  second  page. 

Press  Kits 

A  press  kit  is  just  a  packet  of  information  about  your  agency.  Fact  sheets  and 
most  of  the  materials  mentioned  below  can  be  put  into  a  press  kit,  creating  a  nice 
"package"  of  material. 

Press  kits  are  not  just  for  the  press.  They  can  be  given  to  donors  and  potential 
donors,  foundations,  corporations,  elected  officials,  celebrities  and  VIPs.  Keep 
a  stack  of  press  kits  stuffed  and  ready  at  all  times  -  you  never  know  when  a 
reporter  will  call  wanting  information,  or  when  a  donor  will  drop  by  your  office  to 
say  hello. 
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For  the  actual  packet,  you  can  simply  use  color  folders  purchased  at  an  office 
supply  store.  To  customize  the  folder,  put  a  sticker  with  your  organization's  name 
and  logo  on  the  front.  If  you  can  afford  it,  get  customized  color  folders  printed. 
You  will  get  the  best  price  if  you  buy  in  bulk  (usually  1 ,000  or  more). 

Within  the  press  kits,  you  can  add  "one  sheets"  of  additional  material.  For 
instance,  if  a  reporter  is  interested  in  the  people  at  your  organization,  you  can 
include  a  one  page  biography  of  the  Executive  Director.  For  a  special  event, 
include  biographies  of  the  Event  Honorees,  Event  Chairs,  and  any  celebrities  who 
are  performing.  By  including  this  information,  you  make  it  easy  for  a  reporter  to 
write  more  about  your  agency. 

E-Newsletters 

An  E-Newsletter  is  simply  an  e-mail  message  with  topical  information  sent  to 
multiple  recipients.  For  nonprofit  agencies,  E-Newsletters  have  become  an 
excellent  communications  tool.  Unlike  printed  newsletters,  E-Newsletters  are 
easy  to  distribute,  cost  little  if  anything  to  put  together,  and  instantaneously  inform 
supporters  about  your  events.  Many  people  read  their  e-mail  more  thoroughly 
than  their  "snail  mail,"  and  it  is  easier  to  respond  to  an  e-mail  than  to  a  letter  or  a 
phone  call. 

E-Newsletters  come  in  many  different  formats:  made  up  of  plain  text  or  with 
"hypertext"  links  to  articles  on  a  web  site;  distributed  using  special  software  or  just 
from  a  basic  e-mail  program;  for  a  general  audience  (sent  to  everyone  connected 
to  your  organization)  or  a  highly  focused  one  (sent  only  to  elected  officials  in  your 
area).  E-Newsletters  are  usually  informational  and  brief. 

If  you  would  like  to  test  whether  an  E-Newsletter  works  for  your  agency,  start  with 
a  trial  run,  perhaps  a  monthly  E-Newsletter  around  500  words  in  length  containing 
recent  agency  news.  It's  fine  to  ask  people  if  they  would  like  to  receive  your  E- 
Newsletter,  but  do  not  put  unsolicited  names  on  the  mailing  list  or  you  may  be 
accused  of  "spamming." 

Media  Relations 

Media  relations  means  working  directly  with  journalists  to  get  information  out 
through  media.  Done  well,  media  relations  can  create  a  lot  of  exposure  for 
relatively  little  cost  (outside  of  staff  members'  time,  which  can  be  significant).  Still, 
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dealing  with  media  is  a  double-edged  sword,  because  you  have  no  control  over 
what  journalists  will  ultimately  say. 

When  dealing  with  reporters  and  other  media  personnel,  remember  that  they 
hold  the  power.  If  you  are  not  getting  them  information  they  want,  or  lining  up 
interviews  they  need,  or  finding  background  material  useful  to  their  story,  reporters 
can  always  call  other  organizations. 

So  be  attentive  to  reporters.  Give  them  all  the  material  they  want  as  quickly  as 
possible.  Make  their  jobs  easy  and  try  to  build  relationships  with  them.  You 
will  find  that  one  journalist  likes  to  be  called  at  9:00  am,  before  he  goes  into  an 
editorial  meeting,  while  another  does  not  like  phone  calls  but  prefers  to  get  e-mails 
at  the  beginning  of  the  week,  before  her  schedule  gets  booked  up.  The  more  you 
can  meet  the  needs  of  reporters,  the  greater  success  you  are  likely  to  have  with 
media.  Also,  don't  forget  to  convey  your  passion  for  your  agency's  mission.  As 
obvious  as  it  may  sound,  it  can  be  effective  simply  to  tell  a  reporter,  "I'm  so  glad 
to  speak  with  you.  This  really  is  a  wonderful  organization  that  does  so  much  good 
for  our  community,  and  it  should  be  better  known." 

With  all  media  sources,  send  material  as  far  in  advance  as  possible.  Don't  expect 
a  reporter  to  drop  everything  she  is  doing  to  hear  about  your  event  tomorrow. 
Look  for  guidelines  about  submitting  information.  For  instance,  calendar  listings 
often  require  that  you  submit  material  weeks,  or  even  months,  in  advance  of  an 
event. 


CONTACTING  REPORTERS 

How  should  you  send  material  to  reporters? 
By  e-mail.  The  days  of  having  volunteers 
come  in  every  Tuesday  evening  to  stuff 
press  releases  and  lick  envelopes  are  over. 
E-mail  has  become  the  standard  mode 
of  communicating  with  journalists  to  such 
an  extent  that  it's  no  longer  worth  mailing 
material,  except  for  special  publications  like 
glossy  newsletters  and  annual  reports.  With 
an  e-mail  program  and  a  good  database,  you 
can  send  out  a  press  release  to  hundreds  of 
reporters  by  pressing  a  single  button. 

Hint:  Spend  some  time  thinking  up  a  catchy 
"subject  line"  for  your  e-mail.  The  reporter  sees 
the  subject  line  first,  and  if  it's  boring  the  e-mail 


may  never  get  opened.  For  example,  rather 
than  saying,  "Northside  Alliance  Announces 
Receipt  of  Grant  Funding  from  Bernheimer 
Foundation  for  Use  in  Improving  Services 
for  Recent  Immigrants,"  say  something  like, 
"Immigrant  Health  Care  Helped." 

Do  not  abuse  the  convenience  of  e-mail  by 
bombarding  reporters  with  information  outside 
their  area  of  interest.  Be  careful  about  which 
computer  you  use  to  send  e-mails  to  reporters, 
to  make  sure  you  do  not  forward  computer 
viruses.  It  is  best  to  avoid  attachments 
altogether,  including  photos,  both  because  of 
fears  about  viruses  and  also  because  some 
reporters  work  from  home  and  complain  about 
large  files  coming  to  the  inboxes  of  their  home 
computers. 
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Don't  send  faxes  unless  a  reporter  requests 
one.  Some  journalists  do  still  like  faxes, 
especially  those  who  work  at  news  assignment 


desks  at  radio  and  television  stations.  There 
are  now  computer  programs  that  allow  you  to 
send  faxes  directly  from  your  computer. 


Finding  the  Right  Reporters 

How  do  you  know  which  reporters  to  contact?  Start  with  media  outlets  you 
know.  If  you  see  that  a  reporter  for  the  local  newspaper  often  writes  about  your 
field,  look  up  the  newspaper's  phone  number  and  ask  to  be  connected  to  that 
reporter.  Maintain  contact  information  for  reporters  in  your  computer  databases. 
As  you  become  more  advanced  in  your  communications  efforts,  you  may  want 
to  purchase  media  directories  published  by  companies  such  as  Bacon's.  (For 
information,  see  www.bacons.com.) 

Press  Releases 

News  is  about  what's  new.  When  you  have  something  new  to  announce,  send  out 
a  press  release.  A  good  press  release  is  brief,  clear,  and  well  written.  It  should 
include  a  contact  name  and  phone  number,  and  should  answer  the  questions, 
"Who,  What,  When,  Where,  Why,  and  How?" 
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PRESS  RELEASE  SAMPLE 


PRESS  RELEASE 

ANGELS  AGENCY  TO  HONOR  MAYOR  BRADSHAW  AT  JUNE  12  GALA 

For  Immediate  Release 

Media  Contact:  Joe  Nguyen,  (213)  555-5676 

May  1 ,  2004,  Los  Angeles  -  Mayor  George  Bradshaw  will  receive  the  Angel  of  the 
Year  Award  at  the  Angels  Gala  to  be  held  at  the  Biltmore  Hotel  Saturday,  June  12, 
2004.  The  event  is  a  benefit  for  Angels  Agency  and  will  raise  money  for  its  free 
services  for  homeless  men,  women,  and  children  with  AIDS  in  Los  Angeles.  The 
gala  will  also  feature  a  performance  by  renowned  soul  singer  Rhonda  Carter. 

The  Angels  Gala  begins  June  12  at  6:00  pm  with  a  silent  auction  and  VIP  reception. 
Dinner  starts  at  7:00  pm  in  the  Grand  Ballroom,  followed  by  the  award  ceremonies 
and  performances.  The  Biltmore  Hotel  is  located  at  506  S.  Grand  Avenue  in 
downtown  Los  Angeles.  For  information  on  tickets  and  sponsorship  opportunities, 
call  Marie  Arriaga,  Development  Director  of  Angels  Agency,  at  (213)  555-3482. 

Angels  Agency  has  presented  its  Angels  Award  for  the  past  15  years.  Previous 
honorees  have  included  Reverend  Percy  Smythe,  Senator  Carl  Melville,  and  Bette 
Midler.  Last  year's  Angel's  Gala  raised  more  than  $100,000  for  much-needed 
services  for  the  homeless. 

Mayor  George  Bradshaw  has  been  a  supporter  of  Angels  Agency  for  nine  years.... 
[Include  a  paragraph  with  a  brief  biography  of  Bradshaw,  which  you  can  obtain 
from  his  office.] 

Angels  Gala  Co-Chairs  are  Robert  Romero  and  Susan  Steinberg...  [Include  a 
paragraph  about  event  organizers,  sponsors,  and  important  volunteers.] 

Angels  Agency  was  founded  in  1988...  [Include  a  paragraph  with  the  standard 
description  of  the  agency  used  in  all  communications  materials.] 

##### 

[This  means  "End  of  the  Release"] 


A  press  release  should  go  out  several  weeks  ahead  of  time.  It's  a  good  idea  to 
make  follow  up  calls  to  reporters  after  e-mailing  the  release.  For  instance,  you 
could  call  a  music  critic  to  say,  "I  know  that  you  have  written  several  articles  about 
Rhonda  Carter  over  the  years,  and  I  wanted  to  make  sure  you  saw  the  release  I  e- 
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mailed  you  about  her  performance  at  our  benefit  June  12.  Would  you  be  interested 
in  interviewing  her?  She  is  a  big  supporter  of  our  agency  and  she  just  told  me  she 
would  be  happy  to  do  interviews  for  the  event." 

Always  keep  the  press  release  handy  to  send  again.  Journalists  are  so  bombarded 
with  material  that  most  read  only  a  small  fraction  of  what  they  receive. 


If  you  want  media  to  come  to  an  event,  contact  them  beforehand.  You  may  need 
to  make  several  calls.  This  is  especially  true  of  television  and  radio  news  crews, 
which  are  assigned  each  day  based  on  where  news  is  happening  (and  sometimes 
get  their  assignments  changed  due  to  a  breaking  story).  For  news  crews,  it's  best 
to  e-mail  and  fax  a  Media  Advisory  the  day  before  the  event. 


Media  Advisories 


MEDIA  ADVISORY  SAMPLE 


MEDIA  ADVISORY 


ANGELS  AGENCY  GALA  SATURDAY  AT  BILTMORE  HOTEL 


Media  Contact: 


Joe  Nguyen,  (213)  555-5676 
or  by  cell  phone,  (818)  555-3002 

Angels  Gala  honoring  Mayor  George  Bradshaw  and 
benefiting  Angels  Agency 

Saturday,  June  12,  2004,  silent  auction  starting  at  6:00  pm 
and  dinner  at  7:00  pm 

Biltmore  Hotel,  506  S.  Grand  Street,  Los  Angeles 
Media  check-in  in  main  lobby,  outside  of  Grand  Ballroom 

Mayor  Bradshaw  will  receive  the  Angel  of  the  Year  Award 
and  is  attending  with  his  wife,  well-known  sportscaster 
Jill  O'Neill.  Soul  legend  Rhonda  Carter  will  perform.  Also 
performing  is  Lanie  Kazan.  Celebrities  Bette  Midler  and 
Doris  Roberts  are  expected  to  attend. 

Proceeds  will  benefit  Angels  Agency's  free  services  for 
homeless  men,  women,  and  children  with  AIDS  in  Los 
Angeles 


WHAT  : 


WHEN: 


WHERE: 


WHO: 


WHY: 


##### 
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Brochures 

A  glossy,  well-designed  brochure  is  a  compelling  communications  tool  that  gives 
the  impression  your  organization  is  professional  and  effective.  The  best  brochures 
highlight  key  messages  and  are  visually  compelling  and  evergreen. 

A  common  mistake  in  brochures  is  to  try  to  cram  in  too  much  text.  Rather  than 
conveying  more  information,  this  makes  the  brochure  confusing  and  hard  to  read. 
Increasing  the  amount  of  "white  space"  around  text  helps  to  focus  the  eye  on 
important  points.  Other  ways  to  increase  the  readability  of  brochures  include 
using  more  than  one  color  (if  you  can  afford  it),  breaking  up  text  with  headlines 
and  "subheads,"  and  using  "bullets"  to  separate  key  points.  Photographs  also  add 
a  great  deal;  as  the  saying  goes,  "a  picture  is  worth  a  thousand  words."  Human 
beings  are  the  most  compelling  photo  subjects,  especially  for  human  services 
agencies. 

Brochures  can  be  an  effective  fundraising  tool,  so  you  may  wish  to  include  a  donor 
response  element.  Some  brochures  have  a  perforated  card  that  can  be  torn  out 
and  mailed  with  a  donation.  Depending  on  the  size  and  type  of  your  agency,  you 
may  wish  to  produce  different  brochures  for  different  activities.  In  addition  to 
a  general  agency  brochure,  you  can  create  a  major  donor  brochure,  a  planned 
giving  brochure,  a  volunteer  brochure,  a  brochure  about  client  services,  and  so 
on.  Many  agencies  produce  brochures  in  more  than  one  language  in  order  to  best 
reach  their  target  audiences. 

Newsletters 

Newsletters  have  long  been  an  effective  tool  for  nonprofit  organizations. 
Newsletters  inform  your  constituencies  while  visually  conveying  the  impact  of 
your  work.  They  are  also  a  good  tool  for  fundraising,  so  include  a  donor  response 
card  in  each  issue. 

Newsletters  are  time-consuming  to  prepare  and  expensive  to  produce  and  mail. 
That's  why  some  organizations  are  making  the  transition  to  E-Newsletters.  You 
can  do  both.  Rather  than  sending  out  a  monthly  newsletter,  say,  an  agency  can 
mail  a  quarterly  newsletter  filled  with  feature  stories,  and  e-mail  a  monthly  E- 
Newsletter  containing  event  listings,  program  announcements,  and  other  time- 
sensitive  material. 

The  key  elements  in  producing  a  successful  newsletter  include:  good,  uncluttered 
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design;  interesting  graphical  elements  such  as  photographs;  well-written,  brief 
articles;  and  thorough  proofreading.  (You  can  never  proofread  too  much.)  It  is 
also  important  to  distribute  the  newsletter  in  a  timely  fashion. 

Web  Sites 

As  the  Internet  becomes  increasingly  popular,  many  nonprofit  organizations  have 
set  up  web  sites.  Some  now  have  the  capacity  to  accept  donations  over  their 
web  sites,  and  report  that  this  can  be  a  successful  method  of  fundraising.  If  your 
agency  uses  this  method,  be  certain  to  include  high-level  security  encryption. 
Also,  be  sure  to  promptly  thank  anyone  who  makes  an  online  donation. 

As  with  many  other  communication  materials,  general  information  about  your 
agency  is  best  for  a  web  site,  unless  you  have  a  staff  member  or  a  very  responsible 
volunteer  updating  your  web  site  on  a  daily  or  weekly  basis.  Unfortunately, 
many  web  sites  contain  outdated  information,  leaving  the  impression  of  a  poorly 
managed  organization. 

Annual  Reports 

An  annual  report  is  a  very  sophisticated  communication  document.  For  many 
nonprofit  organizations,  it's  a  sign  that  they  have  "arrived."  Annual  reports  show 
major  donors,  foundations  and  community  leaders  that  the  agency  understands  its 
fiduciary  responsibilities  and  knows  how  to  market  itself. 

Annual  reports  are  an  excellent  donor  tool.  Some  organizations  have  found 
that  the  donations  they  receive  from  an  annual  report  more  than  pay  for  the 
cost  of  printing  it.  For  that  reason,  always  include  a  donor  response  card  and/or 
envelope.  Annual  reports  can  also  be  uploaded  to  your  web  site  (usually  as  a  PDF 
file),  extending  their  lifespan. 

That  said,  an  annual  report  involves  an  enormous  amount  of  work.  Within  an 
annual  report  there  are  thousands  of  pieces  of  information,  each  of  which  must 
be  accurate.  These  include  financial  data,  grant  information,  program  material, 
and  names  of  board  members  and  major  donors.  Each  of  these  details  must 
be  checked  and  proofread  repeatedly.  There  are  few  things  more  embarrassing 
than  an  annual  report  that  gets  widely  distributed  with  the  name  of  an  important 
donor  misspelled  or  omitted  -  for  that  donor  and  the  whole  world  to  see.  Don't 
undertake  an  annual  report  until  you  are  willing  to  set  aside  the  significant  time 
and  resources  it  requires. 
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HOW  CAN  A  SMALL  AGENCY  START  A 
COMMUNICATIONS  PROGRAM? 

What  do  you  do  if  your  organization  has  no 
communications  program,  and  you  want  to  start 
one?  First  things  first:  determine  your  goals, 
figure  your  budget,  and  then  decide  how  much 
you  can  do.  Start  with  the  least  expensive 
tools,  like  writing  fact  sheets,  establishing  E- 
Newsletters,  and  putting  together  press  kits. 

An  important  question  is:  "What  do  you  do 
when  the  press  calls?"  This  is  not  a  decision 
you  should  leave  to  the  last  moment.  An 
agency  should  have  a  spokesperson  in  place, 
and  that  spokesperson  needs  to  understand 
how  to  answer  the  questions  of  a  reporter  while 
staying  "on  message."  Spokespeople  must 
avoid  being  drawn  into  side  issues,  personality 
disputes,  and  unnecessary  controversies.  The 
agency  also  needs  a  clear  system  for  routing 
all  media  calls  to  the  designated  spokesperson. 


Many  organizations  have  suffered  when  a 
reporter's  call  wound  up  at  the  desk  of  an 
employee  lacking  in  media  savvy  who  offered 
up  personal  opinions.  An  article  in  a  local 
publication  with  the  headline  "Angels  Agency 
Official  Calls  the  Mayor  'A  Big  Fat  Jerk'"  can 
cause  a  lot  of  harm  -  especially  if  the  agency 
gets  city  funding. 

For  similar  reasons,  it  is  important  that  everyone 
involved  in  an  agency  know  who  is  responsible 
for  public  relations  activities.  At  the  smallest 
agencies,  the  Executive  Director  or  Board  Chair 
usually  takes  the  lead.  At  agencies  that  have 
Development  Directors,  the  public  relations 
function  is  often  housed  in  the  Development 
Department.  Have  written  guidelines  for 
PR  decision-making  responsibility  -  and 
communicate  them  clearly  to  stakeholders  -  to 
prevent  confusion  and  conflict.  Stakeholders 
include  employees,  Board  members,  office 
volunteers,  event  volunteers,  and  donors. 


Testing  the  Waters  of  PR 

One  way  for  a  small  agency  to  "test  the  waters"  with  a  communications  effort 
is  to  bring  a  PR  professional  onto  the  Board  of  Directors.  This  person  can  give 
counsel,  make  phone  calls  to  media  contacts,  and  provide  access  to  resources 
such  as  media  databases.  If  you  go  this  route,  be  realistic  with  your  expectations. 
The  PR  professional  is  probably  very  busy,  and  paying  clients  will  come  ahead  of 
you. 

To  spread  the  work  around,  the  PR  professional  can  start  a  Public  Relations 
Committee  and  invite  colleagues  to  join  in  promoting  the  agency.  People  who 
work  in  the  communications  industry  often  have  strong  social  networks.  If  a  Board 
PR  person  buys  into  the  agency's  mission,  he  or  she  may  be  happy  to  get  more 
people  involved. 
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THREE  WAYS  TO  CREATE  A  COMMUNICATIONS  PROGRAM 


Engage  a  PR  agency  or  independent  contractor 

Hire  a  full  time  communications  staffer 
Bring  on  a  part  time  communications/PR  person 


HOW  CAN  A  MID-SIZE  AGENCY  BUILD  UP 
ITS  COMMUNICATIONS  EFFORTS? 

At  a  certain  point  in  its  growth  cycle,  an 
agency  will  probably  need  to  create  a  formal 
communications  function.  When  the  media 
requests  and  publication  needs  become  great 
enough,  it's  time  to  hire  a  professional. 

Public  relations  efforts  are  usually  funded 
out  of  general  operating  expenses.  Some 
agencies  are  able  to  get  grant  money  for 
communications  as  "social  marketing"  or 
"community  outreach."  It  may  also  be  possible 
to  expand  existing  outreach-funded  activities 
into  broader  communications  efforts.  For 
instance,  rather  than  just  sending  outreach 
workers  to  educate  street  kids,  you  could 
also  develop  posters,  flyers,  and  bus  ads  that 
target  street  kids  throughout  your  city. 

Hiring  an  outside  PR  practitioner  can  be 
costly  -  a  typical  fee  is  $5,000  a  month  plus 
expenses.  However,  an  outside  PR  person  is 
likely  to  have  excellent  media  contacts  and  a 
great  deal  of  experience.  Hiring  a  part  time 
person  is  the  least  expensive  choice,  but  this 
person  may  only  be  able  to  achieve  a  limited 
amount,  and  will  often  not  be  in  the  office 
when  that  urgent  media  call  comes  in. 

A  full  time  staffer  is  often  the  best  choice. 
Having  a  trained  communications  professional 
with  media  relations  experience  in  the  office 
should  dramatically  increase  the  amount 
of  promotion  and  outreach  an  agency  can 


undertake.  If  you  seek  outside  funding  for 
such  a  position,  refer  to  its  activities  as 
"outreach  and  communications"  rather  than 
public  relations.  PR  is  important,  but  for  some 
people  the  term  has  a  negative  connotation. 
Most  people  understand  the  need  for  "outreach 
to  the  public,"  though. 

Because  so  much  about  communications  is 
extremely  time-sensitive  (from  responding  to 
that  reporter's  call  within  the  hour  to  getting 
the  newsletter  out  before  the  big  event),  having 
a  full-time  PR  person  can  greatly  increase  an 
agency's  opportunities.  The  PR  person  can 
also  coordinate  communications-related  work 
of  other  staff  members,  volunteers,  and  even 
Board  members. 

A  communications  person  may  act  as  a 
spokesperson  and  can  also  train  other 
potential  spokespersons.  She  should  work 
with  the  Executive  Director  to  determine  how 
interviews  are  allocated.  For  example,  should 
the  Executive  Directorgive  interviews  about  the 
agency,  while  the  Board  Chair  gives  interviews 
about  special  events  and  the  Program  Director 
speaks  about  specific  programs? 

USING  THE  RIGHT  SPOKESPERSONS 
-  AND  AVOIDING  THE  WRONG  ONES 

As  agencies  get  bigger,  there  are  more 
potential  spokespersons  -  and  more  potential 
pitfalls.  Some  people  just  should  not  be 
spokespersons.     They  may  be  wonderful, 
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INTERVIEW  PREPARATION  CHECKLIST 


Your  agency  has  sent  out  press  releases  and  pitched  reporters  and  you've 
managed  to  get  what  you  want  -  an  interview  with  a  leading  newspaper  or  TV 
news  program.  Now  what  do  you  do? 


Relax.  You  are  the  expert,  which 
is  why  you  are  being  interviewed. 
Stay  calm,  be  yourself,  and  let  your 
expertise  show. 

Prepare,  prepare,  prepare.  Hold 
"mock  interviews"  with  staff  members, 
going  over  questions  you  may  be 
asked.  Practice  in  front  of  a  mirror. 
Focus  on  a  few  key  points  you  wish  to 
make. 

Understand  that  it  will   go  fast. 

Television  interviews  particularly  seem 
to  go  by  in  a  flash.  A  TV  interview 
segment  may  last  only  3-5  minutes, 
and  it  will  feel  like  much  less. 

For  interviews  with  print  reporters, 

you  have  a  lot  more  time.  Interviews 
are  usually  conducted  over  the  phone 
and  can  last  from  five  minutes  to  an 
hour  or  more.  Be  careful,  though. 
Don't  let  the  informality  of  the  interview 
lead  you  to  say  more  than  you  should 
or  to  venture  into  subjects  you  know 
little  about. 

Don't  go  "off  the  record."  You  have 
no  guarantee  a  reporter  will  respect 


this  confidence.  Unless  you  have  a 
strong  personal  relationship  with  a 
reporter,  assume  that  everything  will 
appear  in  print. 

For  television  appearances,  wear 
dark,  solid  colors.  Don't  wear 
patterns,  which  can  "vibrate"  on  screen. 
Dress  professionally.  You  want  people 
to  focus  on  what  you  are  saying,  not 
what  you  are  wearing.  If  you  have  a 
pin  with  your  agency's  name,  wear  it 
on  your  lapel.  Look  at  the  interviewer, 
not  the  camera. 

If  a  camera  crew  comes  to  your 
office,  try  to  sit  in  front  of  agency 
signage  so  that  the  name  of  your 
organization  will  appear  in  the  picture. 
For  outside  events,  have  people  wear 
agency  t-shirts  when  appropriate. 

Get  to  interviews  early.  Your  segment 
may  be  cancelled  if  you  are  late.  And  if 
you  are  not  prepared,  there  are  many 
others  the  media  can  call. 

Try  to  smile.  It  makes  you  look 
natural,  friendly  and  relaxed. 

Relax.  You're  going  to  do  just  fine. 
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talented,  intelligent  people  who  are  completely 
lacking  in  media  savvy. 

For  instance,  some  brilliant  academic 
researchers  are  famous  for  giving  terrible 
interviews.  They  take  ten  minutes  to  answer 
every  question  and  include  so  many  conditional 
statements  that  it's  nearly  impossible  to  figure 
out  what  they're  saying.  A  reporter  is  usually 
looking  for  a  "sound  bite."  For  television  news, 
the  average  sound  bite  is  seven  seconds  in 
length.  If  someone  is  not  willing  to  at  least 
try  to  answer  questions  in  brief  sound  bites, 
that  person  will  not  be  a  successful  interview 
subject. 

Another  poor  interview  subject  is  the  person 
who  gets  upset  if  he  is  not  quoted  in  ways  he 
believes  to  be  exact  and  precise.  The  journalist 
is  in  charge  of  putting  together  the  article  or 
segment.  It  is  the  journalist's  discretion  how 
your  words  are  used,  and  if  you  are  not  willing 
to  accept  that,  you  should  not  be  interviewed. 
A  classic  example  is  the  high-powered 
executive  who  gives  a  lengthy  interview  to 
a  reporter.  The  article  later  appears  and  is 
flattering  to  the  executive  and  positive  about 
the  organization.  Yet  the  executive  is  furious 
because  he  believes  one  of  his  comments  was 
misinterpreted.  Against  the  advice  of  his  PR 
person,  he  angrily  demands  a  retraction  from 
the  publication.  This  is  a  case  of  "missing  the 
forest  for  the  trees."  It's  a  sure  way  to  alienate 
reporters  and  not  get  called  again. 

THE  OPPORTUNITIES  -  AND  PITFALLS 
-  OF  PR  VOLUNTEERS  AND 
PRO  RONO  AGENCIES 

There  are  many  wonderful  communications 
professionals  who  are  willing  to  donate  their 
time  to  worthy  causes  -  if  they  are  approached 
diplomatically,  handled  professionally,  and 
thanked  consistently.  There  are  also  some 
communications  professionals  who  promise 


to  help  nonprofit  agencies,  raise  everyone's 
hopes,  and  then  don't  follow  through. 

When  dealing  with  a  new  PR  volunteer,  the 
best  strategy  is  to  "start  small."  Give  the 
person  a  small  project  and  see  if  he  or  she 
follows  through  and  does  valuable  work.  If  so, 
slowly  build  up  the  scope  of  the  volunteer's 
projects  until  you  have  full  confidence. 

A  nonprofit  organization  can  also  use  its 
Board  members  and  supporters  to  look  for  a 
"pro  bono  agency."  This  is  a  PR  or  advertising 
firm  that  donates  its  work  to  the  nonprofit  on  a 
continuing  basis.  Again,  the  best  strategy  is  to 
start  small  and  build  up. 

When  pro  bono  agencies  and  PR  volunteers 
buy  into  your  cause,  they  can  contribute  an 
enormous  amount  of  creativity  and  productivity. 
Never  take  them  for  granted.  If  you  hear  your 
talented  volunteers  sounding  tired  or  burned 
out,  back  off.  If  you  press  too  much,  you  may 
lose  them.  Wait  a  few  months  before  calling 
them  again.  Quite  often  you  will  find  that,  after 
a  rest,  they  will  call  you  asking  how  they  can 
help  -  and  they  will  be  more  supportive  than 
ever. 

THE  DO'S  AND  DON'TS  OF  DEALING 
WITH  REPORTERS 

DO  treat  reporters  with  courtesy  and 
attentiveness.  Return  their  calls  immediately 
and  send  them  requested  materials  promptly. 

DO  ask  reporters  what  their  deadline  is,  and 
work  within  their  deadlines. 

DO  ask  reporters,  when  calling  them,  if  this  is 
a  good  time  to  talk  or  if  you  should  call  back  at 
another  time. 

DO  refer  reporters  to  other  organizations  and 
experts  if  you  are  not  able  to  help  them.  You 
then  become  a  "resource"  they  can  turn  to, 
which  ultimately  benefits  your  agency. 
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DO  double  check  your  facts  before  providing 
information  to  a  reporter. 

DON'T  lie  to  a  reporter.  The  reporter  will 
probably  find  out,  and  you  and  your  agency 
will  look  bad. 

DON'T  say  "No  comment."  This  has  become 
a  loaded  phrase  associated  with  guilt.  Instead 
just  say  something  like,  "We  are  not  ready  to 
talk  about  that  right  now,  but  I  will  get  back  to 
you  when  we  are." 


DON'T  lecture  or  berate  reporters.  Unless 
you  represent  a  major  celebrity  or  a  powerful 
politician,  you  have  no  power  over  reporters. 
Your  criticisms  will  only  alienate  them. 

DON'T  demand  to  see  an  article  before  it's 
printed  in  a  newspaper  or  to  view  a  TV  segment 
before  it  airs.  This  is  an  inappropriate  request 
that  is  insulting  to  journalists. 

DON'T  criticize  other  agencies  or  funders 
when  talking  to  reporters,  unless  you  want  to 
publicly  look  petty  and  divisive. 


Paul  Lerner,  M.A.  is  an  award-winning  Los  Angeles-based  marketing 
communications  consultant  who  specializes  in  health  care.  He  is  co-author  of 
the  book  Lemer's  Consumer  Guide  to  Health  Care,  for  which  he  was  featured  in 
a  five-part  series  on  NBC's  Today  Show  with  Katie  Couric.  Paul  has  served  as 
Communications  Director  of  AIDS  Project  Los  Angeles,  Marketing  Director  of  Los 
Angeles  Shanti,  and  Interim  Media  Relations  Director  for  City  of  Hope  Cancer 
Center. 
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Printing 

with  design  and  printing  tips  by  Mari  Abril 
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In  the  course  of  any  given  year,  numerous  Resource  Development  endeavors 
will  necessitate  utilizing  the  services  of  a  graphic  designer  and  printer  to 
produce  materials  that  will  highlight  programs,  activities  and  events  in  a 
professional  and  attractive  manner.  In  fact,  when  you  are  asking  people  to  part 
with  their  hard  earned  money,  you  need  to  demonstrate  that  you  are  worthy  of 
their  contributions.  A  well-designed,  quality  printed  piece  will  help  convey  the 
professionalism  of  your  organization. 


For  some  projects,  graphic  design  software  or 
even  advanced  word  processing  software  will 
meet  your  needs.  You  may  be  able  to  utilize 
a  high  quality  photocopy  machine  to  finish 
the  job.  However,  at  certain  times  it  will  be 
essential  to  bring  in  the  big  guns. 

Promotional  materials  prepared  by  your 
agency  should  have  a  consistency  in  design 
so  that  all  pieces  appear  to  be  part  of  a 
planned  and  organized  effort.  This  is  known 
as  "branding"  your  agency.  For  instance,  if 
your  agency  logo  is  traditionally  printed  in  teal 
blue,  make  sure  it  always  appears  in  that  color 
and  shade.  It  should  not  be  printed  in  cobalt 
blue  or  red  in  some  materials.  Similarly,  if  the 
agency  has  a  "tag  line",  make  sure  the  font  is 
consistent  in  all  materials. 

To  ensure  this  consistency  you  may  wish  to 
utilize  the  services  of  one  graphic  designer  for 
all  projects.  This  will  put  you  in  a  better  position 
to  negotiate  lowers  costs  across  the  board. 
The  designer  may  also  be  persuaded  to  throw 
in  a  "freebie"  on  occasion.  Conversely,  you 


may  elect  to  rotate  projects  between  several 
designers  to  keep  a  fresh  look  to  materials. 
Your  designer  is  your  key  point  person  with 
printers,  ensuring  the  integrity  of  the  project. 
You  may  wish  to  have  the  designer  solicit  bids 
from  a  variety  of  printers  or  have  the  designer 
provide  you  with  the  specifications  of  the 
project  for  you  to  solicit  the  bids. 

Annual  reports,  newsletters  and  brochures 
will  be  discussed  in  a  subsequent  chapter  on 
"Communications".  This  section  will  only  deal 
with  materials  specifically  used  for  fundraising 

DIRECT  MAIL 

If  your  Direct  Mail  program  is  handled  in- 
house  without  the  use  of  consultants,  the 
majority  of  the  cost  is  in  the  design,  printing 
and  mailing.  Additional  costs  may  be  incurred 
in  purchasing  or  renting  mailing  lists.  Design 
of  a  Direct  Mail  appeal  is  usually  fairly  simple 
and  straightforward,  including  the  following 
pieces: 
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Appeal  Letter 

Often  you  will  see  these  letters  in  the  traditional  "Courier"  typeface  evoking  the 
era  of  the  typewritten  letter.  Letters  vary  from  the  easy-to-read  one-pager  to 
multi-page  appeals  with  key  phrases  highlighted  to  catch  the  reader's  attention.  If 
photographs  are  not  used,  the  letter  can  almost  always  be  designed  in  standard 
word  processing  software  with  the  author's  signature  scanned  in.  If  your  appeal 
is  authored  by  a  celebrity,  you  may  also  choose  to  include  a  photograph.  Some 
agencies  will  include  a  photograph  of  the  Board  Chair,  Executive  Director  or  a 
client  to  help  make  a  more  personal  connection  between  the  agency  and  the 
reader.  If  your  letter  includes  a  photograph  or  if  you  are  printing  in  large  volume  it 
may  be  more  cost  effective  to  use  an  offset  printing  process.  Printing  will  generally 
be  least  expensive  if  it  is  "one  color",  usually  black  ink. 

Reply  Card 

The  "Reply  Card"  can  be  a  separate  printed  piece  or  a  "tear  off"  section  on  the 
bottom  of  the  letter.  Provide  check  boxes  with  options  for  amounts  to  donate  (i.e., 
$25,  $50,  $100,  etc.).  Include  lines  for  name,  address,  phone  number  and  e-mail. 
List  the  credit  cards  your  agency  accepts  and  allow  space  for  the  card  number, 
the  expiration  date,  the  name  on  card  and  the  exact  amount  to  be  charged.  A 
signature  line  should  be  included  for  authorization.  Indicate  how  checks  should 
be  written  (e.g.,  "make  checks  payable  to  the  Center  for  AIDS  Resources,  Inc.). 
Make  sure  that  the  font  size  of  the  printing  is  large  enough  so  that  even  people 
with  impaired  vision  can  read  it. 

Reply  Envelope 

An  envelope  sized  to  enclose  the  reply  card,  but  smaller  than  the  outer  envelope, 
should  be  pre-addressed  to  your  agency's  preferred  mailing  address.  Some 
agencies  choose  a  post  office  box  as  a  return  address  as  this  may  increase 
security  for  envelopes  containing  checks  and  credit  card  information.  Some 
agencies  elect  to  include  a  postage  paid  permit,  or  "indicia",  that  will  enable  the 
ticket  purchaser  to  send  the  envelope  back  without  postage.  If  you  choose  to 
do  so,  consider  adding  verbiage  such  as  "Your  first  class  stamp  will  allow  more 
funding  to  be  provided  for  direct  client  services." 
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Outer  Envelope 


You  can  use  your  agency's  standard  No.  10  envelopes. 


EVENTS 


The-Date"  cards,  invitations,  event  program 
journals,  and  auction  books. 


Events  generally  involve  producing  a  series 
of  printed  pieces  which  may  include  "Save- 


Save-The-Date  Card 


You  want  your  donors  and  supporters  to  have  adequate  notice  of  your  events,  to 
note  it  in  their  calendars  and  plan  for  the  ticket  purchase.  This  is  generally  your 
first  communication  regarding  the  event.  While  it  is  desirable  to  have  as  much 
information  about  the  event  as  possible  to  print  on  the  card,  strike  the  balance 
between  waiting  to  announce  big  news  and  getting  the  card  out  in  a  timely  fashion 
(three  to  six  months  prior  to  the  event).  Later  developments  in  the  event,  such 
as  noteworthy  attendees,  can  be  announced  in  agency  newsletters,  the  event 
invitation  and  press  releases.  If  you  have  several  events  set  in  the  course  of  the 
year,  you  may  choose  to  announce  your  event  schedule  in  one  card  mailing.  You 
may  choose  to  print  a  postcard  announcing  the  event,  theme,  and  ticket  price. 
Minimal  color  and  utilization  of  standard  postal-sized  cards  can  limit  your  design, 
printing  and  mailing  costs. 


The  invitation  is  your  chance  to  grab  your  audience's  attention.  A  clever  or  attractive 
design  can  help  ensure  that  the  invitation  will  be  opened  and  read,  instead  of 
immediately  trashed. 

A  professional,  quality  print  job  communicates  that  the  event  is  worthy  of  the  donor's 
hard-earned  cash.  As  always,  a  delicate  balance  must  be  struck  between  creating 
a  quality  piece  without  seeming  to  spend  excessive  agency  funds.  The  invitation 
should  be  designed  in  such  a  way  that  it  can  be  easily  photocopied  and  faxed  to 
those  who  request  it.  A  digital  image  should  be  available  for  e-mail  purposes. 

Work  closely  with  your  graphic  designer  to  keep  the  weight  of  your  finished 
invitation  package  down  to  minimal  postal  rates.  Any  envelope  that  is  beyond 
standard  postal  sizes  will  automatically  increase  mailing  costs  to  the  next  rate 
above  a  first  class  stamp. 

Target  the  printing,  stuffing  and  mailing  of  the  invitation  to  arrive  in  the  mail 
approximately  six  weeks  prior  to  the  event.  This  ensures  that  your  donors  have 
appropriate  time  to  respond,  but  don't  receive  the  invitation  so  early  that  it  is 


Invitation 
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ignored  or  put  aside.  Work  closely  with  your  graphic  designer  and  printer  to 
develop  a  timetable,  bearing  in  mind  that  the  printing  of  the  invitation  can  take 
between  one  and  two  weeks.  If  you  plan  to  assemble  the  invitation  in-house  for 
mailing  allow  a  few  days  and  make  sure  you  have  staff  and/or  volunteers  available. 
In  some  cases,  if  you  have  limited  staff,  you  may  want  to  investigate  the  costs  of 
using  a  mailing  house. 


INVITATION  COMPONENTS 


Main  Invitation  Piece 

Includes  all  pertinent  event  information 
such  as  date,  location,  time,  ticket 
price,  and  the  organization's  contact 
information  (address,  phone  number,  e- 
mail,  website).  List  major  participants, 
such  as  honorees,  performers, 
the  agency's  board  of  directors,  and 
others. 

Be  sure  to  note  what  portion  of  the 
ticket  price  is  tax-deductible  to  the 
donor.  You  may  wish  to  include  a  small 
map  to  facilitate  directions. 

Permit  Replication 

Does  your  event  fall  under  the 
jurisdiction  of  local  governments 
that  require  permits?  The  Cities  of 
Los  Angeles,  Beverly  Hills,  West 
Hollywood,  and  Santa  Monica 
are  among  those  that  have  such 
requirements.  These  permits  can  be 
reproduced  as  a  separate  card  or 
photocopy,  or  on  the  back  of  the  reply 
card  or  invitation. 

Reply  Card 

A  small  card  should  provide  space  for 


the  guests  to  note  their  name,  address, 
telephone  number,  e-mail,  and  number 
of  tickets  requested.  List  the  credit 
cards  your  agency  accepts  and  allow 
space  for  card  number,  expiration  date, 
name  on  card  and  the  exact  amount 
to  be  charged.  A  signature  line  should 
be  included  for  authorization.  Indicate 
how  checks  should  be  written  (e.g., 
"make  checks  payable  to  the  Center  for 
AIDS  Resources,  Inc.).  List  available 
advertising  sizes,  prices  and  deadline 
for  receipt  of  advertising  artwork  or 
copy.  Provide  space  for  names  and, 
if  possible,  addresses  and  phone 
numbers  of  additional  guests.  This  is 
an  excellent  way  to  add  to  your  mailing 
list.  Finally,  be  sure  to  include  wording 
that  states  "l/we  cannot  attend,  but  are 
pleased  to  enclose  a  donation  of 

$  ."  This  allows  your  invitation  to 

serve  a  dual  purpose  as  a  direct  mail 
piece.  Make  sure  that  the  font  size  of 
the  printing  is  large  enough  so  that 
even  people  with  impaired  vision  can 
read  it. 

Continues  on  next  page 
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INVITATION  COMPONENTS  continued 


Reply  Envelope 

An  envelope  sized  to  enclose  the  reply 
card  should  be  pre-addressed  to  your 
agency's  preferred  mailing  address. 
This  element  is  the  least  important 
in  terms  of  design  so  select  a  plain, 
inexpensive  white  envelope.  Some 
agencies  choose  a  post  office  box  as 
a  return  address  as  this  may  increase 
security  for  envelopes  containing 
checks  and  credit  card  information. 
Some  agencies  elect  to  include  a 
postage  paid  permit,  or  "indicia",  that 


will  enable  the  ticket  purchaser  to  send 
the  envelope  back  without  postage.  If 
you  choose  to  do  so,  consider  adding 
verbiage  such  as  "Your  first  class 
stamp  will  allow  more  funding  to  be 
provided  for  direct  client  services." 

Outer  Envelope 

The  outer  envelope  should  match  the 
inside  pieces  in  terms  of  quality  and 
design.  You  may  choose  to  include 
some  copy  in  addition  to  the  return 
address  that  describes  the  event. 


Event  Program  Journal 


The  Program  Journal  is  a  vehicle  for  advertising  and  acknowledgments  for  key 
participants,  sponsors,  supporters  and  volunteers.  An  attractively  produced 
journal  can  serve  as  an  outreach  piece  for  your  organization  and  a  keepsake  for 
guests. 


EVENT  PROGRAM  JOURNAL  COMPONENTS 

The  event's  agenda 

Directors  Chair 

Biographies  of  performers 

Information  about  the  event 

and  honorees 

and  its  history 

Letters  from  the  Executive 

Information  about  the  agency, 

Director  and/or  Board  of 

its  mission  and  history 

Advertisements 

Advertisements 

As  noted,  advertisements  in  the  Event  Program  Journal  are  a  significant  potential 
source  of  revenue  for  the  agency.  Placement  of  advertisements  is  an  important 
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recognition  opportunity  for  sponsors  and  advertisers.  Cash  and  in-kind  sponsors 
should  be  given  priority  placement.  The  larger  the  value  of  the  sponsorship  the 
closer  to  the  front  of  the  book  the  sponsor  ads  should  be  placed.  You  may  wish 
to  reward  your  largest  sponsors  with  premiere  placement  on  the  inside  front  or 
back  covers.  You  may  elect  to  sell  these  premiere  placements  advertisements  at 
higher  rates.  Always  place  full-page  ads  ahead  of  half-page  ads,  and  half-page 
ads  ahead  of  quarter-page  or  smaller  advertisements.  Need  to  score  points  with  a 
particular  donor  or  supporter?  Bumping  up  their  ad  size  to  the  next  level  costs  you 
virtually  nothing.  Use  this  technique  sparingly  for  maximum  results. 

As  always,  work  with  your  graphic  designer  to  ensure  quality  while  minimizing 
costs.  The  cover  of  the  book  and  the  interior  contents  will  generally  be  printed 
separately  since  they  are  often  printed  on  different  paper  stocks.  You  may  elect  to 
utilize  a  two  or  four-color  process  for  the  cover  and  one  color  (e.g.,  black  ink)  for 
the  contents.  In  addition,  a  thicker,  more  impressive  cover  stock  may  enable  you 
to  utilize  a  thinner,  less  expensive  stock  for  the  interior  contents  and  cut  costs.  You 
should  work  closely  with  your  graphic  designer  and  printer  to  derive  a  timetable 
for  this  project.  Depending  on  the  printer's  resources  and  schedules,  an  Event 
Program  Journal  can  take  at  least  ten  business  days  (this  excludes  weekends 
in  most  cases)  to  print,  fold,  assemble  and  deliver.  You  should  therefore  plan  on 
delivering  the  final  artwork  to  your  printer  approximately  three  weeks  before  the 
event.  Work  with  your  designer  to  develop  a  schedule  for  the  Journal's  contents 
and  identify  both  a  publicized  deadline  for  accepting  artwork  (advertisements, 
photos  or  copy)  and  an  internal  "drop  dead"  deadline  for  accepting  last  minute 
additions.  Be  sure  to  include  time  for  review  by  individuals  who  must  sign  off  on 
any  or  all  components  of  the  Journal. 

After  the  event,  send  a  copy  of  the  Event  Program  Journal  to  each  sponsor  and 
advertiser  that  didn't  attend  the  event  so  they  can  see  their  ad  and  the  quality 
of  the  book.  Keep  enough  extra  copies  of  the  book  to  send  out  to  prospective 
sponsors  for  next  year's  event.  You  can  count  on  a  substantial  number  of  Event 
Program  Journals  left  by  guests  at  their  tables  at  the  event's  conclusion.  Have 
volunteers  and  staff  ready  to  collect  these. 

Auction  Book 

An  auction  book  detailing  the  contents  and  prices  of  the  silent  and  live  auction 
items  can  help  guests  target  items  for  which  they  have  an  interest  in  bidding.  By 
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printing  the  cover  in  the  same  print  run  as  the  Event  Program  Journal  cover,  you 
can  produce  a  professional  piece  that  is  consistent  with  other  printed  materials 
for  the  event  while  reducing  the  costs  of  a  separate  print  job.  The  contents  of  the 
Auction  Book  can  be  word  processed,  photocopied  and  stapled  to  the  cover.  This 
will  save  both  money  and  time,  as  it  will  enable  you  to  add  those  items  that  arrive 
at  the  last  minute  to  the  auction  book. 


DESIGN  AND  PRINTING  TIPS 

By  Mari  Abril 

Mari  Abril  is  the  owner  of  Abril  Design  and  is  a 
graphic  designer  with  more  than  ten  years  of 
design  experience.  Among  her  many  projects, 
she  is  the  designer  of  the  cover  art  and  layout 
for  this  manual.  Based  on  her  extensive 
experience,  Ms.  Abril  offers  the  following  tips 
and  guidelines  for  your  design  and  printing 
projects. 


Ninety  percent  of  the  problems  we  encounter 
can  be  avoided  if  you  first  make  laser-printed 
separations  of  your  files  before  sending  the 
job  to  the  printer.  Color  and  black  &  white 
composite  laser  prints  are  not  considered 
proofs  of  how  the  job  will  print  when  the  colors 
are  separated.  Make  laser-printed  separations 
of  color  files  to  make  sure  they  separate 
properly. 


 WYSIMOLWYG  

What  You  See  Is  More  Or  Less  What  You  Get. 

Just  because  you  can  see  it  on  the  screen  does  not  mean  it  will  print 

Just  because  you  can't  see  it  on  the  screen  doesn't  mean  it  is  not  there-don't 
cover  a  mess  with  a  white  box  or  rectangle. 

If  a  page  does  not  print  on  a  laser  printer,  it  won't  print  on  an  imagesetter. 

Know  Your  Limitations 
Plan  Your  Work  and  Work  Your  Plan 
Work  Backwards  When  You  Plan 

Start  planning  a  project  by  going  to  the  end  of  it  and  talking  to  your  printer  or 
bindery  and  find  out  what  they  need  to  make  your  job  a  reality. 

Once  you  plan  your  jobs  this  way  you  will  be  able  to  make  the  right  choices  in 
what  programs,  file  formats,  fonts,  etc.  you  will  use  and  you'll  have  an  accurate 
time-line  for  the  project  from  start  to  finish. 
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IMAGE  RESOLUTION  GUIDE 


Medium 

Line  Screen 

Image  Resolution 

Finished  Size 

Dot  Gain 

Newspaper 

85  -100  Ipi 

200  dpi 

100% 

High 

Promo  Insert 

150-175  Ipi 

300  dpi 

100% 

Med  -  Low 

Brochure 

150-200  Ipi 

300-400  dpi 

1 00% 

Low 

Point  of  Purchase 

100-150  Ipi 

200-300  dpi 

100% 

Low 

Bus  Kingboard 

150  Ipi 

300  dpi 

25% 

Low 

Billboard 

150  Ipi 

300  dpi 

25% 

Low 

PRODUCTION  CHECKLIST 


Before  you  start  any  project  you 
should  address  the  following  points. 
The  answers  will  help  you  plan  how  to 
best  approach  your  project  efficiently. 

Who  is  the  audience? 

What  is  the  project  to  be  used  for? 

Trim  size-the  size  you  want 
once  the  print  job  is  trimmed  to 
accommodate  bleeds;  be  exact, 
down  to  1/8  of  an  inch.  What  is  the 
finished  size  of  the  project? 

What  kind  of  paper  stock  including 
color,  stock  and  weight? 

Is  the  cover  material  different  than 
the  inside  pages? 

Are  there  any  photos  or 
illustrations  to  scan? 

Binding  requirements-how  you 


want  the  pages  to  be  bound 
together  in  a  multi-page  document. 

Folding  requirements-how  many 
folds  are  there? 

Number  of  inks  to  be  used-How 
many  colors?  One,  Two  col or- 
Pantone  Matching  System  (PMS)  or 
Four  color  process 

How  will  this  project  be  printed? 

Pressrun-how  many  copies  are 
needed? 

Proofs-specify  the  kind  and 
number  of  proofs  you  want  to  see- 
and  approve-before  the  job  goes 
on  press. 

Delivery  date. 

Freight-who  will  pay  for  freight? 
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Fonts 

The  best  advice  is  to  never,  ever  use  TrueType  and  Postscript  Fonts  in  the 
same  document.  You  will  have  to  do  an  inventory  of  the  fonts  you  have  in  your 
computer's  library  in  order  to  determine  each  of  the  fonts  you  own.  In  addition, 
never,  ever  stylize  your  fonts.  Stylizing  is  when  you  use  the  software  to  make  a 
font  bold  or  italic.  For  headlines  you  use  Illustrator  or  Freehand  to  create  unique 
headlines  as  well  as  illustrations.  Just  be  sure  to  outline  the  fonts.  This  way  it 
does  not  matter  if  the  printer  has  the  font  it  is  now  a  graphic  and  must  be  saved 
as  either  a  TIFF  or  EPS.  Only  do  this  with  type  that's  36  points  or  larger.  If 
smaller  type  is  turned  into  outlines  it  will  appear  jagged  (round  parts  of  type 
will  be  created  from  a  series  of  straight  lines).  It  is  not  a  good  idea  to  use  this 
technique  on  the  text  or  body  copy.  It  would  create  large  files  that  could  prevent 
your  project  from  being  printed. 

Call  Before  You  Pick  Up  Your  Job 

You  can  save  yourself  a  trip  by  calling  first  to  see  if  your  job  is  done. 

Software 

Don't  submit  jobs  created  with  unreleased  software.  The  software  isn't  shipping 
because  it  isn't  finished. 

Programs  to  avoid  using  for  professionally  printed  projects  are  MSWord,  Excel, 
Publisher  and  Power  Point.  QuarkXPress,  Pagemaker  and  InDesign  are  the  best 
to  use  for  creating  professionally  printed  projects. 

File  Formats 

There  are  many  file  formats  that  you  may  be  aware  of,  but  the  ones  you  will  be 
safest  in  using  in  your  professionally  printed  projects  are  the  following: 

TIFF  -  Tagged  Image  File  Format    EPS  -  Encapsilated  Postscript 

Color 

Be  consistent  when  using  color  in  your  projects.  Are  you  using  Pantone  Matching 
System  (PMS)  or  Four  Color  Process  (CMYK)?  Whichever  you  choose  to  use, 
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the  elements  you  place  into  your  documents  must  be  the  same  type.  Many  PMS 
colors  cannot  be  simulated  with  CMYK  process.  CMYK  is  the  process  that  uses 
cyan,  magenta,  yellow  and  black  inks  in  four  color  process  printing.  Full  color 
printed  pieces  such  as  magazines  and  books  use  this  type  of  printing 

Where  You  Can  Be  Reached 

Please  don't  give  your  home  or  office  number  if  you  won't  be  there.  If  the  printer 
can't  reach  you,  they  will  lose  time,  and  you  may  miss  your  deadline. 


PRINTING  TERMS 

Halftone 

dpi 

An  image  that  has  to  be  professionally 

Dots-per-inch,  a  measure  of  the 

printed.  The  printing  process  applies 

resolution  by  the  artist. 

a  screen  to  an  image  which  generates 
tiny  dots  of  the  image.  Use  a 
magnifying  glass  on  a  printed  image 
and  notice  the  tiny  dots. 

Dot  Gain 

As  individual  dots  begin  to  join  in 
darker  areas  of  a  halftone,  there  can 
be  an  apparent  jump  in  what  should 

Ipi 

be  a  continuous  tone. 

Lines-per-inch,  a  measure  of  the 
resolution  by  the  printer. 

Continuous  Tone 

An  original  photograph  that  has  not 
been  professionally  printed. 
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Optimizing  Resources 

A  GUIDE  TO  RESOURCE  DEVELOPMENT  FOR 

LOS  ANGELES  COUNTY  HIV/AIDS  SERVICE  PROVIDERS 


Appendix: 
Templates  and 
Checklists 


Appendix: Templates  and  Checklists. 


The  preceding  chapters  of  "Optimizing  Resources"  have  included  a  number  of 
forms,  tips  and  checklists  in  relation  to  various  topics.  In  the  following  pages, 
selected  pages  have  been  reproduced  in  generic  versions,  so  that  readers  may 
create  templates  that  can  be  reproduced  and  customized  for  their  agencies'own 
use. 

All  of  the  following  forms  are  labeled  by  topic  (i.e.,  events  or  grants)  to 
facilitate  use.  The  information  is  intended  to  provide  guidance  through 
suggested  approaches  and  sample  materials.  Readers  should  evaluate  the 
extent  to  which  the  materials  are  appropriate  to  the  specific  circumstances  of 
their  own  projects. 


[115] 


Optimizing  Resources 


DONOR  PROGRAMS 


DONOR  CULTIVATION 
FOR 

MAJOR  GIFTS  •  GRANTS  •   IN-KIND  DONATIONS  •  AUCTION  ITEMS  •  EVENT 
SPONSORSHIPS  •  CORPORATE  SOLICITATION  •  ETC. 

Donor  cultivation  is  a  lengthy,  time-consuming  process  that  requires  a  great  deal  of  personal, 
individualized  attention.  If  you're  initial  attempts  do  not  succeed,  don't  give  up!  It  may  take 
months  or  even  several  years  to  procure  a  donation. 


If  At  First  You  Don't  Succeed . . . 

•  Call  and  politely  ask  for  the  reason  for  the  decline  of  your  request 

•  Ask  if  you  may  submit  a  request  again  next  year 

•  Find  out  when  would  be  the  appropriate  time  to  re-submit  your  request  (i.e., 
the  beginning  of  the  company's  fiscal  year) 

•  Keep  the  prospective  donor  apprised  of  agency  achievements  through 
newsletter  mailings 

•  Try  to  set  up  an  in-person  meeting,  preferably  on-site  at  your  agency 

•  Send  a  personal  holiday  card 

•  Submit  your  request  at  the  appropriate  time  the  following  year 

•  Follow  up  at  the  appropriate  time 

Following  these  simple  steps  will  make  a  favorable  impression  on  the  prospective  donor  and  put 
you  light  years  ahead  of  the  competition. 


TIP:  DO  YOU  HAVE  EXTRA  SEATS  AVAILABLE  AT  YOUR  EVENT?  INVITE 
PROSPECTIVE  DONORS  AS  YOUR  GUEST.  TREAT  THEM  LIKE  ROYALTY! 
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DONOR  PROGRAMS 

Sample  Acknowledgement  Letter 

DATE 

NAME 
TITLE 
COMPANY 
ADDRESS 

CITY,  STATE,  ZIP  CODE 

Dear  Mr./Ms.  : 

Thank  you  for  your  generous  donation  of  $  *  (briefly  describe  the  donor's 

intent  of  donation —  i.e.,  purchase  of  tickets  to  event,  contribution  to  food  drive, 
response  to  direct  mail  solicitation,  etc.). 

Your  donation  will  help  (agency  name)  provide  desperately  needed  (briefly  describe 
agency's  services).  (Agency  name)  serves  (briefly  describe  clients —  i.e.,  African 
American  men,  women  and  children  living  with  HIV/AIDS  in  Los  Angeles  County). 
This  year  alone,  (name  of  agency)  will  serve  more  than  (number  of  annual  clients) 
people  in  need. 

(Agency  name)  has  been  providing  service  to  the  community  in  Los  Angeles  for 
more  than  (number  of  years  of  agency's  existence)  years.  In  this  time,  we  have 
provided  care  to  more  than  (number  of  total  clients  since  agency's  inception) 
people  living  with  HIV/AIDS.  Your  support  is  crucial  to  our  ability  to  meet  the 
continually  expanding  needs  of  the  community. 

Thank  you  again  for  your  generosity  and  for  your  commitment  to  people  living  with 
HIV/AIDS  in  our  community. 

Very  truly  yours, 


NAME  OF  AGENCY  EXECUTIVE  DIRECTOR  OR  BOARD  CHAIR 
TITLE 

*  (For  tax  purposes  you  must  state  the  portion  of  the  donation  that  is  tax  deductible.  If  the  donor 
has  not  received  anything  of  value  for  the  donation,  you  may  state:  "No  goods  or  services  have 
been  received  in  exchange  for  this  generous  donation.") 
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GRANTS 

EVALUATING  THE  FEASIBILITY  OF  APPLYING  FOR  A  GRANT 

This  pre-application  analysis  will  give  you  an  idea  of  how  much  in  additional  revenues  will  be 
required  to  support  a  new  grant  and  if  you  can  afford  to  administer  the  grant. 

1)  Does  applying  for  this  grant  fit  into  the  agency's  mission?  □  Yes  u  No 

2)  Will  this  program  result  in  the  need  for  more  office  space  for  new  staff?  □  Yes  □  No 

3)  If  yes,  how  much  more  space  will  you  require? 

4)  Will  you  need  new  office  furniture?  □  Yes  □  No 

5)  If  yes,  how  much  new  furniture  will  you  need? 

6)  Will  you  have  to  purchase  new  computer  systems?   □  Yes  □  No 

7)  If  yes,  how  many  new  computers,  printers  and  software  packages  will  you  require? 

8)  Can  your  current  telephone  system  handle  the  additional  phone  lines  required? 

□  Yes  □  No 

9)  Will  additional  program  staff  and  program  requirements  necessitate  the  hiring  of 
additional  financial,  payroll  or  human  resources  staff?   □  Yes  □  No 

10)  If  yes,  what  new  administrative  positions  will  need  to  be  hired? 

11)  What  staff  will  be  needed  to  handle  reporting  requirements? 

12)  Can  the  agency  facilities  accommodate  the  number  of  new  clients  that  the  program 
will  bring  in?  □  Yes  U  No 

13)  Will  the  grant  fully  fund  the  program,  or  must  additional  funds  be  raised? 

□  Yes  □  No 

14)  What  are  the  resulting  funding  gaps? 

15)  What  are  the  compliance  requirements  of  the  RFP  (i.e.,  if  an  independent  financial 
audit  is  a  requirement  and  the  agency  does  not  have  one,  it  may  be  best  to  pass 
until  the  agency  is  better  positioned  to  comply)? 
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GRANTS 


EVALUATING  THE  FEASIBILITY  OF  HIRING  A  GRANT  WRITER 

Before  hiring  a  grant  writer,  ask  yourself  the  following  questions: 

Are  the  proposal  requirements  beyond  staff  expertise?  -J  Yes  □  No 
Can  you  or  your  staff  afford  to  take  the  days  or  even  weeks  that  may  be  needed 
from  the  agency's  daily  operations  to  prepare  the  proposal?  □  Yes  □  No 
Does  your  agency  have  the  operating  funds  available  to  hire  a  grant  writer? 

□  Yes  □  No 

Is  this  the  best  use  of  these  limited  funds  for  an  agency  with  many  diverse  needs? 

□  Yes  □  No 

Interviewing  a  Grant  Writer: 

What  is  the  grant  writer's  area  of  expertise? 

□  Government  applications   □  Private  foundations/corporations 

Does  this  experience  meet  the  needs  of  the  application  you  are  submitting?  □  Yes  □  No 
What  is  the  grant  writer's  track  record? 

How  many  years  of  experience  does  the  grant  writer  have  in  this  area? 
What  percentage  of  the  grant  writer's  success  is  from  new  funding  sources? 
Review  writing  samples  of  proposals  similar  to  the  one  you  will  be  preparing. 

a)  Are  these  samples  fact-based  and  analytical?   □  Yes  □  No 

b)  Do  they  utilize  current  and  relevant  statistics?   □  Yes  □  No 

c)  Are  they  simply  emotional  appeals  that  might  be  more  appropriate  for  direct  mail 
solicitations?  □  Yes  □  No 

d)  What  degree  of  familiarity  does  the  grant  writer  have  with  your  agency's  field  of  interest? 

□  A  great  deal  -l  some   □  none 

Does  the  grant  writer  have  an  appropriate  amount  of  time  available  to  complete  your 
proposal?  □  Yes  □  No 

How  does  the  grant  writer  charge  for  the  project? 

□  Flat  fee  □  Hourly  rate  □  %  of  grant  (generally  considered  unethical) 

Obtain  a  quote  for  the  project. 

Obtain  references  from  previous  clients. 

Ask  the  grant  writer  what  makes  them  the  right  person  for  this  project. 

Have  the  grant  writer  review  the  Request  For  Proposal  (RFP)  and  make  recommendations 
for  an  approach  to  the  project. 
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Optimizing  Resources 


GRANTS  I 

SAMPLE  PROPOSED  PROGRAM  BUDGET 

FUNDER'S  NAME 
PROPOSED  BUDGET 
AGENCY  NAME 

BUDGET  PERIOD 


Proaram  Support 

Program 
Budget 

Personnel 

Salary 

%  FTE 

Staff  Title 

Staff  Title 

i nor\/icnr  Allnpatir»n 
ou  pel  v  ic>ui  rMiULdiiui  I 

Program  Assistant 

Subtotal  Personnel 

Benefits  @ 

Personnel  Total 

Program  Expenses 

Program  Expense 

Program  leasing  allocation 

Telephone  allocation 

Printing/Copying 

Postage 

Volunteer  Expenses 

Client  and  Program  Outreach 

Office  Supplies 

Mileage 

Program-related  equipment 

Tntal  Program  FvpfinSfifi 

Program  Total 

Administrative  Costs  (a)  % 

Total  Program  Budget 

lotai  ot  otner  program  Tunding 
sources 

Request  from  Funder 
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GRANTS 

ORGANIZING  GRANT  FILES 

Well-organized  grant  files  will  greatly  facilitate  the  proposal  preparation  process 

PROPOSAL  FILES 

For  every  proposal  submitted,  keep  a  separate  file  to  include: 

□  The  funder's  proposal  guidelines 

□  A  complete  copy  of  your  proposal 

□  All  correspondence  between  the  agency  and  the  funder 

□  Notes  of  telephone  conversations  or  meetings 

□  Reporting  requirements 

□  The  funder's  informational  materials 

□  Complete  copies  of  grant  agreements 

□  Keep  duplicate  files  electronically,  when  possible 

PROPOSAL  ATTACHMENTS 

Keep  multiple  copies  of  proposal  attachments  filed  and  ready  for  inclusion  in  proposals. 
Designate  an  original  document  or  a  clean  copy  as  the  "master"  document  from  which  to  make 
copies.  Files  should  include  the  following: 

□  Documentation  of  the  agency's  501  (c)  (3)  status 

□  Agency's  By-Laws 

□  Agency's  Articles  of  Incorporation 

□  Current  Independent  Financial  Audit 

□  Copies  of  all  existing  Independent  Financial  Audits  for  the  previous  five  years 

□  Current  Annual  Report 

□  Copies  of  all  existing  Annual  Reports  for  the  prior  three  years 

□  Current  list  of  the  Board  of  Directors  (include  affiliations  and  contact  information) 

□  Monthly  unaudited  financial  statements  for  the  current  year 

□  Resumes  of  key  staff  and  board  members  to  be  updated  annually,  or  as  needed 
Agency  brochures 

□  List  of  current  major  funders  with  amounts  of  funding,  funding  periods  and 
contact  information 
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SAMPLE  EXPENSE  BUDGET 


ExDenses 

Catprinn 

Pricp  npr  unit 

J — 1  IvC              Ul  III  

Unit  Dpscintion 

No  of  nnit^ 

IIVj  vl  l-l  III  13  

Total  Budnpt 

Dinner 

oer Quest 

Hors  d'ouerves 

oer ouest 

Winp 

npr  hnttle 

Hostpd  cocktails 

npr  drink 

f.jci  iJi  ii  ir\ 

Vnliintppr  food 

VUIUI  ILCCI     1 UUU 

npr  mpal 

Subtotal 

(nrati  litv 

^  i  a  lu  i  ly  

Tax 

Total  Caterina 

Vpnup  Co^K 

Parkino 

npr  car 

Video  Screens 

npr  screen 

Coat  room  attendents 

oer  attendant 

Additional  linhts 

estimate 

Floral  arranopmpnts 

J  IUI  Ql   allQM^CIIICM  LO  

Add'l  decorations 

estimate 

Fntprtainmpnt 

I    I  1 1 171  La  1 1  1 1  1  1^1  1 1  

Vp/i/ip  Clo^t^ 

yc//uc  vVJtJ  

Printinn 

Invitations 

ii  ivnauui  io  

estimate 

Pronram  Rook 

estimate 

Ai  lotion  Rook 

estimate 

Qranhic  Dpsinn 

estimate 

Total  Printina 

Mai  1  inn 

iviai 1 1 1  i^j 

Invitations 

1 1  1  V  1  la  LI  Ul  13 

Snonsor  nackaaes 

Savp-Thp-Datp  Ipttprs 

Ar*kno\A/lpdnmpnt 

Tntztl  MIziHinrt  Cln^f^ 
BUicti  iviaiiii ly  ouoid 

Additional  frosts 

\/idpn  nroduption 

Photon  ranher 

Film  &  Development 

Office  supplies 

Staff  mileage/parking 

Promotional  materials 

Transportation 

Hotel  accommodations 

Awards 

Event/Site  Insurance 

Miscellaneous 

Total  Additional  Costs 

Total  Expenses 
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EVENTS 


SAMPLE  REVENUE  BUDGET 


Unit  Cost 

Unit  Dp^rrintion 

No  of  units; 

Total 

Tirkf^t^  ^r?/p9 

1  /L/AC710  vJCTICTO 

dp  A*  ticket 

>A  \/p  rf  /  9  p  m  p  n  f  9 

Ouartpr  nanp 

npr  ad 

Half  nanp 

npr  ad 

Full  Panp 

i   i_i  1 1  i    ay  c 

npr  ad 

Subtotal 

Snon  ^nr^hin  <? 

Platinum  Snon^or 

i    i a  li  i  i  u  i  i  i  w ^ui  ioui 

npr  snonsorshin 

Gold  Snonsor 

ner  soonsorshin 

1      JUVJ  1  1  \J  W  1  Ul  Ilk/ 

Silvpr  Snonsor 

1 1  V  \J  1     W  LJWI  IOUI 

npr  snon^orshin 

Subtotal 

/A  uctions 

Live 

Silent 

Subtotal 

Donations 

Total  Revenues 

SAMPLE  EXPENSE  TO  REVENUE  BUDGET 


Projected  Revenues 

Projected  Expenses 

Net  income 

Percent  Expenses  to 
Revenues 
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Optimizing  Resources 


EVENTS 

SAMPLE  EVENT  FACT  SHEET 


Agency  Name 
Event  Name 
Event  Theme 


Benefiting: 

Date: 
Time: 

Location: 


(Agency  Name) 
(Cause  or  Clients) 

(Day,  Date) 

(Start  time)  -  Reception/Silent  Auction 
(Start  time)  -  Dinner 

(Venue  Name) 
(Venue  Room) 
(City,  State) 


Special  Guest: 


Honorees: 


Event  Chair: 

Guests: 
Attire: 


(Name) 
(Title) 

(Name) 
(Title) 

(Name) 
(Title) 

(Name) 
(Title) 

Approximately  (#  of  guests) 


Reserved  Seats  at: 


$ 


For  more  information  call  (Event  Coordinator's  Telephone  Number) 
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SAMPLE  TABLE/TICKET  RESERVATION  FORM 


Agency  Name 
Event  Name 
Event  Theme 


RESERVED  TABLES 

Platinum  $10,000  Gold  $5,000  Silver  $2,500 

Please  reserve  Platinum  Table(s)  at  $10,000  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Platinum  Level  Page  in  the  commemorative  Event 
Program  Journal,  recognition  as  Platinum  Level  Event  Sponsor  in  all  promotional 
materials,  event  signage,  complimentary  half  page  ad  in  upcoming  newsletter, 
banner  on  agency  website) 

Please  reserve  Gold  Table(s)  at  $5,000  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Gold  Level  Page  in  the  commemorative  Event 
Program  Journal,  recognition  as  Gold  Event  Sponsor  in  all  promotional  materials, 
event  signage,  complimentary  quarter  page  ad  in  upcoming  newsletter,  banner  on 
agency  website) 

Please  reserve  Silver  Table(s)  at  $2,500  per  table    (amt) 

(Includes  10  tickets  for  dinner,  a  Silver  Level  Page  in  the  commemorative  Event 
Program  Journal,  and  recognition  as  a  Silver  Level  Sponsor  in  all  promotional 
materials) 

Please  reserve  seat(s)  at  $200  each    (amt) 

I  regret  I  am  unable  to  attend.  Enclosed  is  a  gift  of  to  benefit  (Agency 

Name). 

(Please  circle  credit  card) 

Amex  Visa  MasterCard     Card  No.  

Expiration  Date  Signature  

Please  make  checks  payable  to  (Agency  Name) 

(Agency  Mailing  Address) 
Your  donation  is  tax  deductible  to  the  full  extent  of  the  law.  Fed.  I.D.  #  

Name   Tel.  

Address  City  State  Zip  

Please  list  guests:  


For  more  information  call  (Event  Coordinator's  Telephone  Number) 
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Optimizing  Resoutces 


EVENTS 

SAMPLE  ADVERTISING  FORM 


Agency  Name 
Event  Name 
Event  Theme 


COMMEMORATIVE  PROGRAM  BOOK  SPACE  RESERVATIONS 


Please  circle  ad  level 

Page  Specs 

Full  Page 

$ 

8"  x  10.5"  non-bleed 

Half  Page 

$ 

Vertical  4"  x  10.5"  non-bleed 

Half  Page 

$ 

Horizontal  8"  x  5.25"  non-bleed 

Quarter  Page 

$ 

4"  x  5.25"  non-bleed 

Please  note:  Platinum,  Gold,  and  Silver  Level  pages  are  complimentary  with 
Platinum,  Gold,  and  Silver  Tables. 

(Please  circle  credit  card) 

Amex  Visa  MasterCard     Card  No.  

Expiration  Date  Signature  


Please  make  checks  payable  to  (Agency  Name) 

(Agency  Mailing  Address) 

Your  donation  is  tax  deductible  to  the  full  extent  of  the  law.  Fed.  I.D.  #  

Name   Tel.  

Address  City  State  Zip  

Thank  you  for  your  support.  (Agency  Name)  will  contact  you  regarding  artwork. 
For  more  information  call  (Advertising  Coordinator's  Telephone  Number) 
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SAMPLE  AUCTION  BID  SHEET 


AUXILLARY  EVENTS 


Agency  Name 
Event  Name 
Event  Theme 


BID  SHEET 

ITEM  NUMBER: 

DONOR: 

VALUE: 

MINIMUM  BID:  BID  INCREMENT: 
ITEM  DESCRIPTION:  


TABLE 

NAME 

PHONE 

BID  AMOUNT 

(Starting  Bid) 

[127] 


AUXILIARY  EVENTS 


SAMPLE  AUCTION  DONATION  FORM 


Agency  Name 
Event  Name 
Event  Theme 


AUCTION  DONATION  FORM 
(Please  complete  one  form  per  item) 

Donor  Company:  

Donor  Contact:  

Address:  

City:   State:   Zip  Code: 

Donor  Telephone  (include  area  code  and  extension):  

Donor  Fax:  

Donor  E-mail:  

Best  Time  to  Contact:  

How  should  the  donor  be  listed  in  promotional  materials?  


Donated  Item:  

Value  of  Donation:  $  

Description  of  Item:  

Restrictions  on  use  of  item  (if  any): 


Delivery  Arrangements: 


Please  fax  this  completed  form  to  (Agency  fax  number)  or  mail  to  (Agency  address) 
ALL  ITEMS  MUST  BE  RECEIVED  AT  AGENCY  NO  LATER  THAN  (DATE) 
For  additional  information  please  contact  (Agency  representative  with  telephone  number) 
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Contact  Information 


For  questions  or  further  information  please  contact: 

Lela  Hung,  Director 

Provider  Support  Services  Division 

Office  of  AIDS  Programs  and  Policy 

600  South  Commonwealth  Avenue,  6th  Floor 
Los  Angeles,  CA  90005-4001 
Phone:  (213)  351-8108 
Fax:  (213)  387-0912 
E-mail:  lhung@ladhs.org 

Disclaimer 

While  the  Office  of  AIDS  Programs  and  Policy  (OAPP)  has 
attempted  to  make  the  information  provided  in  this  guide  as 
accurate  and  reliable  as  possible,  the  information  is  for 
educational  use  only  and  is  provided  in  good  faith  without  any 
express  or  implied  warranty.  OAPP  is  not  responsible  for  any 
errors  or  omissions  from  the  presented  information,  nor  is  OAPP 
responsible  for  the  timeliness  of  the  information.  The  information 
contained  herein  is  not  intended  to  provide  specific  answers  to 
individual  legal,  business  or  other  questions,  and  it  is  not  a 
substitute  for  users'  independent  research  and  evaluation  of  any 
issue.  If  specific  legal  or  other  expert  advice  is  required  or  desired, 
the  services  of  an  appropriate,  competent  professional  should  be 
sought. 


Additional  Copy  Requests 


All  Office  of  AIDS  Programs  and  Policy  (OAPP)  Best  Practices  Guides  are 
available  for  free  in  electronic  format  to  anyone  who  requests  them.  Additional 
hard  copies  of  these  guides  will  be  mailed  for  free  to  all  OAPP-contracted  agencies, 
upon  request. 

Anyone  interested  in  requesting  a  copy  of  a  Best  Practices  Guide  (electronic 
or  hard  copy),  should  please  contact  Lela  Hung,  Director  of  Provider  Support 
Services  at  the  Office  of  AIDS  Programs  and  Policy  by  email  at  lhung@ladhs.org  or 
by  phone  at  (213)  351-8108.  All  emails  should  include  the  following  information: 
name,  Organization,  contact  information,  the  full  title  of  the  publication  being 
requested  and  the  number  of  copies  requested. 


/ 


